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LIVE-COLOR SURGERY... met with 
enthusiastic public response at KOMO-TV, Seattle 





Editorial writer Louise Bresky of The Seattle Times had this to say about the program: 
“The human heart—symbol of man’s spirit and essence of his existence—made its-American 
open-circuit color television debut ...in one of the most absorbing telecasts of the season... 
done with taste and a flattering assumption of viewer-maturity.” 


There was the question, before this operation was telecast, of what public reaction would 
be. Quite possibly it would stir up controversy and criticism. 


The response was overwhelming—and unanimously favorable. “Truly remarkable,” “Educational,” 
“Designed to inspire confidence in surgery”... phrases extracted from the many letters received. 


If the viewer’s intelligence is respected, rare indeed is the area of life where the camera 
need fear to tread. As a result of this colorcast—the first of its kind in the world—we 
re-confirmed our belief that the public is appreciative of that which stirs...stimulates... 
and educates. The horizons of our medium are unlimited. 


for greater influence 





in Seattle and Western Washington 


CHANNEL 4 NBC the COLOR station 


GET THE FACTS FROM YOUR NBC SPOT SALES REPRESENTATIVE 
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WGN-TV is dedicated to serving the Chicagoland area with the finest in Pub- 
lic Service presentations. The following are just a few of the regularly sched- 


uled series on WGN-TV: 


Religion 


Five Minutes to Live By—Monday thru Friday, 9:55-10:00 A.M. 
Christine’s Corner—Monday thru Friday, 11:55 A.M.-Noon 
This Is The Life—Saturday, 9:00-9:30 A.M. 

The Christophers—Saturday, 11:00-11:30 A.M. 

Interesting People—Sunday, 6:30-7 :00 P.M. 

Faith of Our Fathers—Sunday, 7 :00-7 :30 P.M. 


Education and Discussion 


University of Michigan Marriage Counsel Series—Monday, 1:00-1:30 P.M. 
Learning Brings Adventure—Monday thru Friday, 3:00-3:30 P.M. 

Your Senator’s Report—Saturday, 7:45-8:00 P.M. 

Northwestern Reviewing Stand—Sunday, 7:30-8:00 P.M. 


Agriculture 
RFD Chicagoland—Saturday, 11:30 A.M.-Noon 


And complete coverage from all major agricultural events in the area 
including The Dairy Parade, National 4-H Club Congress, International 
Livestock Exposition, International Dairy Show, Annual Conventions of 
the American Farm Bureau Federation, National Grange, National Council 
of Farmer Cooperatives. 


i The above do not include any of the special public service programs which 


are presented frequently for the Chicagoland community WGN-TV is licensed 


to serve. 


WGN-TV + Channel 9 - CHICAGO 


Dedicated to QUALITY in the Service of Chicagoland 
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here’s a measure of egghead in most of us. As a nation we seek knowledge. 
And we make heroes out of our best knowers—like Charles Van Doren. 


For the first time, a television network has worked out a way to serve the 
direct interests of knowledge-seekers. NBC, in cooperation with the Educational 
Television and Radio Center of Ann Arbor, now televises live programming ex- 
pressly for the nation’s educational channels. Programs on American literature, 
music, mathematics, government and world geography are being specially pro- 
duced—on a scale that would not be possible for individual educational channels. 


Jack Gould of The New York Times says. of this unprecedented development: 
‘*...A major network and the education world are learning to work in harness... 
A significant gain...’”’ Dr. Herman Wells, President of the University of Indiana, 



























calls it ‘‘. . . one of the boldest and most forward steps yet taken by television 
on behalf of our schools and colleges. I salute NBC for this fine public service.”’ 


Throughout the year the NBC network schedule is also studded with a wide 
range of informational, cultural and inspirational programs... like the Project 20 
Events, The NBC Opera Company, Wide, Wide World, Meet the Press, Frontiers 
of Faith, Youth Wants to Know, Mr. Wizard and Zoo Parade. 


This type of programming is the result, in large measure, of the advertiser sup- 
port given NBC for its top-rated daytime line-up and its evening commercial hits. 


NBC Television Network 
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4:30 SPM 5:30 6PM 6:30 7PM 7:30 8PM 8:30. 9PM 9:30 10PM 10:30 11Ph 


for San Diego 


FROM: WRATHER-ALVAREZ BROADCASTING. INC. er tm 
NIELSEN TV REPORT, 
B WKS, JAN.-FEB,,1957 SAN DIEGC 


Mii GRAPH : SUNDAY, America’s more market 
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Television Age 


NEW HIGH FOR PUBLIC SERVICE 


Report for the year on tv’s biggest 
giveaway reveals $189-million record 


PROGRAMS FOR THE PUBLIC 


Stations give capsule descriptions 
of their top public-interest shows 


“... TO EDUCATE, ENLIGHTEN, INFORM” 


Westinghouse conference study proves 


public service can be numerous things 


APPLE PICKING AND THE WEATHER 


A parable on tv selling, having to do 
with certain various methods of same 


ETV CUTS ITS TEETH 


Educational television has a special 


place in the medium’s scheme of things 


DEPARTMENTS 


19 Publisher’s Letter 


Report to the readers 


Letters to the Editor 


The customers always write 


Tele-scope 
What's ahead behind the scenes 


Business Barometer 
Measuring the trends 


Newsfront 
The way it’s happening 


On Film 


Roundup of news 


Network Schedule 
The April line-up 


7 Washington Memo 


Tv and Capitol Hill 


Wall Street Report 


The financial picture 


Spot Report 


Digest of national activity 


In the Picture 


Portraits of people in the news 


in Camera 
The lighter side 





| 
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| 








Today 


“Memphis Food 


Chain Adds 
Year! 


BIG STAR STORES of Memphis 
and long-time sponsor of Cisco, 
comment on entering 5th year 
of sponsorship: 
“Cisco Kid has shown a 
high rating locally. It has 
brought direct sales re- 
turns for Big Star Stores 
. .. We also sponsor 
Ciscoin Cape Girardeau, 
Mo. The results in this 
new area are excellent. 
Recently when the Co- 
lumbus, Miss., station 
opened, we started Cisco 
there. Already we see 
sales results . . . Cisco 
Kid has helped all our 
big Star Stores.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


ri j New York 
j 
‘ j Chicago 
“4 Cincinneti 
Collect 


Hollywood 


SAM 0tsOR 
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The “best dramatic series” of the year 


(HAS ROOM FOR ONE MORE ADVERTISER) 




















PLAYHOUSE 90 set out to 
do something that had never before 


been tried in television: 


To offer a nationwide audience the 
important dramatic entertainment 
that can be achieved only by using 
sufficient time to develop the full 


potentialities of plot and character. 


To contribute a new dimension to the 
medium by presenting an hour and a 
half of this full-scale drama every 


week on a regularly scheduled basis. 


The achievement proved even more 


exciting than the idea. 


It won the sustained applause of the 
nation’s critics, who continue to give 


serious attention to each production. 


It captured the enthusiasm of the 
nation’s best writers and performers, 
anxious to take part in an adventure 


that gave full scope to their talents. 


Its unique accomplishments were 
recognized for the 18th time this 
season with the announcement of the 


“Emmy” awards the other day. 


But the most important reward is the 
enthusiasm of 25 million intensely 
loyal viewers who return week afte! 


week for the next production. 


‘The advertiser who sponsors the only 


remaining segment of Playhouse 90 


will inherit all the extra values of a 


program that each week generates new 
excitement as it continues to make 


history on CBS TELEVISION 
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12 noon 


NEWS- 
WEATHER 


Sun. thru Fri. 


YOUR 
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8:55 am 
NEWS 


Mon. thru Fri. 


LATE NEWS 


every night 


HEADLINES 
NEWS & SPORTS 
Mon. thru Sat. 






Sponsors of WBEN-TV newscasts get BIG results 
because WBEN-TV newscasts enjoy the biggest audiences. 


WBEN-TV Newscasts are in the hands of newsmen who 
dig, delve, cover, write, edit and broadcast news the way 
Western New Yorkers want it. 


Film crews, the WBEN-TV mobile unit, leading wire 
services and the newsroom and editorial department of 
Western New York’s great newspaper combine to give the 
most complete, most authoritative news coverage. That's 
why WBEN-TV news is the BIG NEWS on local television. 


And that’s why . participation in or sponsorship of 
WBEN-TV newscasts can do the BIG selling job for you. 
Get the newsworthy facts from our national representatives, 
Harrington, Righter & Parsons, or contact WBEN-TV 
Sales directly. 


WBEN -TV 


The Buffalo Evening News Station 
CBS e BUFFALO 


TV DOLLARS COUNT FOR MORE ON 
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the best from the West! 


stripped by stations } 
everywhere, with huge 
Monday-thru-Friday cumulative 
ratings that are giving competing | 
shows the old “1-2-3”! 
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the best from the West! | 


now consistently topping 

direct network and local 
competition (ARB—October, 

1956 thru January, 1957). 
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Letter from the Publisher 
Public is Tv Ally 


While the television industry has done an outstanding job in the 
area of public-service programming, it has fallen down in one 
aspect of this effort. It simply has not told the story of the achieve- 
ments of the industry to the public. As a communication force, the 
public is television’s greatest ally. Certainly, if tv can sell products 
it can and should sell itself. Since politicians can survive only on 
favorable public reaction, the more the public knows about the 
accomplishments of television and its constructive role in the 
community, the less the medium is vulnerable to the blandishments 
of self-seeking lawmakers who view tv as fair game to ride the 
headlines around election time. Then, too, there are the self-an- 
nointed, self-appointed critics of the medium among our newspaper 
brethren who feel that taking a whack at tv on a periodic basis 
makes for lively copy. 


What’s Screwy? 


Last year Edward J. Mowrey did a series of front-page articles 
on tv advertising abuses. The series was syndicated by the New 
York Herald Tribune. This year’s model has been dusted off by 
Bill Slocum for distribution by the International News Service. 
Mr. Slocum gives a picture of a frenetic Madison Avenue, a dis- 
organized tv industry under the caption of “Prosperity Brings 
Panic.” He says, “Something’s screwy. It could be the sponsor or it 
could be television.” Or, it could be Bill Slocum. Next year some- 
one else will be doing a similar series and the year after that and 
the year after that. It is flattering in a sense to the impact and at- 
tention that television generates. But the medium itself cannot 
afford to stand by and acknowledge these onslaughts with an “other 
cheek” attitude. 

On the positive side, television has a big job in presenting to 
the public its impressive record of bringing to the American people 
the best system of broadcasting in the world. This might be ac- 
complished by using the medium that is most effective in the 
country today—television itself. Through established shows and 
special programs on a local and network level, television can 
present its own story effectively by dramatizing the partnership of 
the industry and the public—a partnership which is responsible 
for the most potent social force known to mankind. 


Source Book for Tv 


The article on educational tv which can be found on page 60 
will be reprinted in condensed form by Reader’s Digest in its May 
issue. Last month the story on what major-league baseball will 
get for its tv and radio rights this year was mentioned in over 
200 newspapers across the country. Our product-group success 
stories have been reprinted by some 18 vertical trade papers, among 
them Bakers Review, Hardware Age and National Jeweler. This 
we feel is reflective of the interest in tv, as well as the recognition 
of TELEVISION AGE as the source book for information about the 
tv medium. 


Cordially, 


Gy ft 































it pays to 
sell these 
989,605 
families 


WGAL-TV 


Lancaster, Penna. 
NBC and CBS 
AMERICA’S 10th TV MARKET 


¢ 917,320 TV sets 
989,605 families 







3% million people 


$5% billion 


annual income 


$3% billion 













retail sales 
Channel 8 Multi-City Market 
Harrisburg Reading 
}) York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 
am, Waynesboro Mount Carmel 
me Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 








316,000 WATTS 


STEINMAN STATION 
CLAIR McCOLLOUGH, Pres. 


Representative 


- the MEEKER company, inc. 


New York Los Angeles 
Chicago San Francisco 
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Albert McLaughlin 


KPTV 
Portland, Oregon 


Percy Hearle 


WAGA-Radio-TV 
Atlanta, Ga. 


Lola Montez 
WBRC-Radio-TV 


Birmingham, Ala. 


COMMUNITY PROJECTS 


An integrated public service year-round activity 
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based on specific community needs judged to be most 


important by the consensus of a carefully-selected 





Elizabeth Wagner 


WSPD-Radio-TV 
Toledo, Ohio 
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cross section of local citizens 
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Edward W. Pollock 


WWVA 
Wheeling, W. Va. 
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Don Butler George Cushing Maggi Wulff 
WGBS-Radio-TV WJBK-Radio-TV WJW-Radio-TV 
Miami, Florida Detroit, Mich. Cleveland, Ohio 


Storer stations are local stations—and their public service begins at home. 
To make sure that each station effectively serves the particular needs of 
its community, the men and women shown here coordinate projects which 
representative religious, educational, business and civic leaders have 
deemed most important to the community. During the past year projects 
have ranged from a strong, continuing drive for highway safety to a 
unique “Junior Citizens” organization for young people. 


The joint radio-television campaign in behalf of each project is 
created with the same care given commercial accounts. 


STORER BROADCASTING COMPANY 


WSPD-TV WJW-TV WJBK-TV WAGA-TV WBRC-TV KPTV WGBS-TV 
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta, Ga, Birmingham, Ala. Portland, Ore. Miami, Fla. 


WSPD wJw WJBK WAGA WBRC WWVA WGBS 
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta,Ga. Birmingham, Ala. Wheeling, W.Va. Miami, Fla. 





NEW YORK—625 Madison Avenue, New York 22 
SALES OFFICES CHICAGO—230 N. Michigan Avenue, Chicago 1, Franklin 2-6498 
SAN FRANCISCO—111 Sutter Street, San Francisco, Sutter 1-8689 
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A BETTER UNDERSTANDING OF MEDICAL PROGRESS 


For nearly eight years Tulsa viewers have 
looked to KOTV as an integrai part of their 
community. The dynamic force of KOTV 


Edward Petrv 2 Co.. In 


AWARD WINNING HIGHWAY SAFETY PROGRAM 





WAY OUT 
IN FRONT! 


NIELSEN:NCS #2 1956 


Og PENETRATION OF COUNTIES 
} #0 IN COVERAGE 


' WSAz-Tv [STAISTA 
omnes 21) | ] 
coveract counties 45] 21) 5 
coverace counties 56) 30] 15 


*OovEnace | O9| 50 | 22 


ARB: 8 out of TOP 12* 
*February 1957 


HUNTINGTON-CHARLESTON, W. VA. 


W.3B.C. NETWORK 


Affiliated with Radio Stations 
WSAZ, Huntington & WKAZ, Charleston 


LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 





444 Madison Avenue, New York 22 


Bon Ami Article 

... the March 11th issue of TELEvI- 
SION AGE... 
very interestingly done, as well as 


article and cover were 


being informative and enlightening. 


R. G. HackwitH 
The Bon Ami Co. 
New York City 


Missing Millions 

We enjoyed your story on Liberty 
Life Insurance Company’s singing 
commercials, on page 71 of your 
March llth issue. 

To be sure, it could have used the 
other three zeros in reporting the 
amount of insurance the company has 
in force: $800,000,000 rather than 
$800,000. But with taxes and expenses 
what they are these days, a little con- 
fusion is understandable. 

Dan Hopces 

Vice President 
Merrill Anderson Co. 
New York City 


Note: Sorry. It looks as though our printer 
absconded with $799,200,000, aided and 
abetted by our own proofreaders. 


Color Comment 
Your article “Multi-Hued Commer- 
cials” in the February 25 issue was 
most valuable and interesting. It is al- 
ways a pleasure to read the views of 
fellow producers concerning the prog- 
ress of our industry in your publica- 
tion. It makes up for the distance that 
so widely separates us, and allows a me- 
dium for free interchange of opinions. 
ApriAN D. WooLery 
Playhouse Pictures 
Hollywood 


. we are now completing our sec- 
ond series of color commercials for 
Whirlpool-Seager and we have gained 
a great deal of profitable knowledge 
from the “ulcers” that we earned on 
the first batch. I think the article 


(Continued on page 24) 


Meeting 
our 
responsibilities... 


over 
one-half million 
TV families 


depend on 


WRGB 


for the finest 

and most extensive 
public service 
programming in 

the Great Northeast 


Serving the Great Capital 
District of Albany, Schenec- 
tady and Troy plus—All of 
Northeastern New York and 
Western New England. 


WRGB channel 6 


Contact R. F. Reid, WRGB— 
Schenectady or your local NBC 
Spot Sales Representative 
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TELEVISION 


SERVICE IN 
BALTIMORE 


MARYLAND 


316,000 WATTS 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. | 


New York, Chicago, San Francisco 


WAAM-13 
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EVERYTHING 


FOR MOTION PICTURE AND TELEVISION PRODUCTION 





CAMART DUAL SOUND READER 


@ 16 or 35mm — Single and double system — Optical or Magnetic sound track 
@ Synchronized to any picture viewer 

@ Right to left or left to right operation 
@ 16 or 35mm Magnetic model $185.00 
@ 16 or 35mm Optical model $195.00 







For descriptive literature, write Department T 


we CAMERA MART. 


1845 BROADWAY (at 60th St.) NEW YORK 23, N. ¥.+ Plaza 7-6977 - 
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Letters (Continued from page 23) 


(“Multi-hued Commercials”) is a very 

fine composite presentation and we are 

circulating it within the studio for our 
personnel. 

Len A. Levy 

Production Supervisor 

Kling Film Productions 

Chicago 


Children’s Influence 


If you have available any studies 
on the 4-12 age group, particularly re- 
garding entertainment interests, _ it 
would be greatly appreciated. We 
would also be interested in your opin- 
ion as to the age group which exerts 
the greatest influence on purchasing 
habits of parents. 

Marie T. EHRLINGER 
Library Research Department 
The Joseph Katz Co. 


Baltimore 


Note: Material published by TELEVISION AGE 
on children’s influence has been forwarded 


to The Katz Co. 


Profitable Source 


we have just set up a tele- 

vision and radio department. The 

writer has had the privilege of reading 

your magazine for the past several 

years while associated with a tele- 

vision station. I always looked forward 

to it as a most profitable source of 
information. .. . 

WILLIAM PINKNEY Jr. 

Tv & Radio Director 

Ross Advertising 

Peoria, Ill. 


Dairy Story on Film 


Enclosed is a coupon requesting 10 
copies of the “Dairies & Dairy Prod- 
ucts” success report. May we have 
permission to excerpt this material 
for use in promotion of our syndicated 
television commercial films to this in- 
dustry? Full credit will be given as to 
source of all material used. 

Harry A. PALMITER 

Film Division 

The Olsen Publishing Co. 

Milwaukee, Wis. 

Note: Permission granted. Copies of all of 
the TELEVISION AGE Product Group Success 
stories are available in reprint form. Some 
25 different product groups have now been 
dealt with in the series. Reprints are 25c 
each, 20c in lots of 10 or more. Address 


Reader’s Service, TV AGE, 444 Madison Ave., 
a2. %, 











Motherhood and the Home... 





In the fast moving world we live in there is the tendency 
at times to look with cynicism upon some of our 

basic values — even to the extent of jokes based on 

these institutions. This we believe — we are in favor 

of these institutions for in the sincere recognition 

of these traditions can we better discharge our duties 

in the area of public service and work for the 
betterment of the communities we serve 

and for a stronger America. 


HUNTINGTON-CHARLESTON, W. VA. 
VW.38.c. NETWORE 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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MYSTERY! 
SUSPENSE! 
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 } Starring 
to the viewing public he IS Martin Kane! 
MARTIN KANE'S CREDO: 
~~ “| WORK WITH THE POLICE 


-NOT AGAINST THEM!” 
Side by side with Scotland Yard, the 
French Surete, the police of all the Con- 
tinent, this resourceful American Private 
Investigator pursues law-breakers all 
over the continent. 
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< ¢ PROGRESS BEER 
| © HUMPTY DUMPTY 


Supermarkets . Pay ihgs ay i 
-@ FALSTAFF BEER 
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¢ KERO-TV in Bokersfild 
eWTIVY in Dothan ; , 
® KTTV in Los Angeles Y 
© KPHO-TV in Phoenix 
» © KOA-TV in Denver + 
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KROWN is TV in SF 








San Franctscans ae sold on KRON-7TV 


GOLDEN GATE 
PLAYHOUSE 


3-5:30 PM M-F 
AVAILABLE S. F. CHRONICLE + NBC AFFILIATE « CHANNEL 4 + PETERS, GRIFFIN, WOODWARD 
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8,000 Brands Use Spot 

More than 8,000 different brands of merchandise were 
advertised by the 1,206 advertisers who spent $20,000 or 
more in national spot television last year, the Television 
Bureau of Advertising final listings reveal. There were 
164 sponsors who spent more than half a million in spot 
in 1956, and 81 who spent a million or more. Twenty-nine 
spent more than $2 million, 21 more than $3 million and 
ten over $5 million. 


Feature-Film Costs 

Television now has nearly 7,000 feature films available, 
according to a survey made by the Broadcast Information 
Bureau. Some 2,000 of these were added during the current 
year. Interesting point is the difference in feature-film 
prices. In New York the average contract for a feature 
is for three years, calls for ten runs and costs around 
$15,000 per title. In Wichita, on the other hand, on 18- 
month contract for three runs can be had for $150 per 
title. In between are Chicago, at $7,000 per title; Los 
Angeles, $8,000; Philadelphia, $3,000, and Detroit, $2,500. 


Graham to Do Programs 

Ed Graham, who originated and now writes and produces 
the Bert and Harry commercials for Piel Bros., for the 
firm of Goulding, Elliot & Graham, Inc., is planning an 
animated series of television programs. This project would 
feature newly devised characters, but would use voices 
created by the other partners in the firm, Ray “Bert Piel” 
Goulding and Bob “Harry Piel” Elliot. 


Film Barter Considered 

Another agency, Product Services, Inc., New York, is 
looking into film-barter possibilities for two of its clients, 
Bymart-Tintair and Roto-Broil. It is understood that both 
companies would combine to buy film which they would 
trade for station time. 


Buying for Arm and Hammer 

Church & Dwight Co., Inc., through Brooke, Smith, 
French & Dorrance, Inc., New York, has started placements 
for its Arm and Hammer washing soda in New York, 
Boston, Philadelphia and Chicago and is about to get under 
way in Pacific Coast markets. The company buys from 
15 to 40 announcements per week, mostly daytime. It stays 
in for one week and then out and repeats the in-an-out pro- 
cedure possibly a few times, depending on the market. 
The company will be placing business at least through 
April and May. 


Color Receivers 

In New York City about one per cent of households now 
have a color set, according to a recent study made by The 
Pulse, Inc. If this same percentage held true throughout 
the nation, total color sets in use would be approximately 
400,000. Latest estimates by TELEVISION AGE, based on a 
national survey of stations, show that the actual total is 
now about 250,000 color receivers. 


Spot for Webb Coffee 

Rutledge & Lilienfeld, Inc., Chicago, has just taken over 
Thomas J. Webb Coffee from Arthur Meyerhoff Co., Chi- 
cago. The new agency is now in the process of working 
up plans for the account, and a tv-spot campaign is ex- 
pected to be included. Frances L. Rickey, media director, 
is the contact. 


Spot Off Compared to Last Year 

Of the three divisions of television billings, national 
spot showed the least strength around the end of the year, 
according to TELEVISION AGE Business Barometer figures 
just compiled. While network billings in the months of 
November, December and January showed a cumulative 
decline of about eight per cent over the same months a 
year ago, national spot showed a drop of 16 per cent, or 
twice as much, over the same period. Local billings were 
in-between with a loss of about 11 per cent. 


Good Humor Drink 

Good Humor Corp. is coming out with a new soft drink 
to be sold on its trucks only. According to a company 
spokesman, it is still working on setting up the flavors to 
be used. When advertising begins, probably around May, 
spot-tv tests will be used. Cunningham & Walsh, Inc., New 
York, is the agency, William White the media supervisor. 


$765,000 for Reruns 

Dunnan & Jeffrey, Inc., New York agency, has bought 
128 half-hours of assorted Ziv reruns at a price estimated 
at $765,000 for use by four cosmetic clients. The clients 
and the products are: Helaine Seager, Inc., for Pink Ice; 
Cosmetic Corp. of America for Magi Tinje Color Shampoo 
and Tinjette; Tint ’n Set, Inc., for Tint ’n Set, and Diver- 
sified Cosmetic of America for Permanette. The films 
should start sometime before May and are set to run for 
52 weeks in a total of 15 markets. Eight markets set so 
far are Atlanta, Buffalo, Cincinnati, Cleveland, Columbus, 
Dayton, Nashville and Rochester. Martin Himmel, agency 
president, is the contact. 
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Business barometer 


Network television billings continued their upward climb in December, the third 
consecutive month showing such an increase. 





The exclusive TELEVISION AGE survey shows that network billings were up 2.9 
per cent in December over those in November. 














Network billings began an upward climb in August, when a gain of 6.1 per cent 
over those in July was reported. 





In September there was a very slight drop, 0.2 per cent, but in October a gain 
of 9.1 per cent was reported. 





In November there was a gain of 2.4 per cent, which was nearly duplicated with 
the 2.9=-per-cent rise in December. 





In 1955 the same months showed a 1.l-per-cent boost in August, an 8.2-per-cent 
gain in September, 14.9 rise in October, 3.5 per cent up in November 
and 1.9 per cent higher in December. 





Back in 1954 the August gain in network billings NETWORK BUSINESS 
was 2.2 per cent, September was up 7.7 
per cent, October showed a rise of 15.2 July August Sept. ct. Nov. De 
per cent, November was higher by 4.6 per : | 
cent and December was up 2.9 per cent. 








105 
100 
A comparison shows that over the three-year 99 
period for which Business Barometer sta- 
tistics are available there has been a 
gradual leveling off of network billings 
gains, but the pattern has remained much 
the same. 





90 

















The chart illustrates graphically the slight 
variation in network billings for the 
three years, while at the same time show- 
ing the continued growth of total net- 
work business. 











By station classification the study of December 
network billings shows that smallest sta- 
tions, those with total billings under 
$500,000, were generally above the 
national average in December network 
business. 











Next larger stations,those with billings between 
$500,000 and $1 million, were also 
slightly above this national norm. 








Stations with billings between $1 and $2 million were very close to the average 
figure but slightly below it. 





Bigger stations, those with billings between $2 and $35.5 million, were above 
the national figures, while largest stations, those with billings above 
$3.5 million, showed network gains under the average for all stations. 





The copyrighted Business Barometer reports are based on figures sent to Dun & 
Bradstreet by stations in all parts of the country. 





Dun & Bradstreet prepares percentages from these station reports. It is from 
these percentages that the editors of TV AGE prepare the Barometer 
material. 
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_ABC-TV outlines its stronger position . . page 39 





CBS-TV proud of its accomplishments . . page 39 





THE ABC-TV OUTLOOK. The ABC- 
TV eagle is stretching its wings into 
a wider spread, and its sharp eye is 
focused on the future. 

In the 1956 annual statement of 
American Broadcasting - Paramount 
Theatres, Inc., the longest segment in 
the report on television is titled “Out- 
look.” 

The outlook, as ABC-TV sees it, is 
a stronger competitive position, with 
vastly improved affiliations and pro- 
gramming structure. 

Progress in coverage has already 
been made, the report points out, with 
new primary affiliates in San Diego, 
Richmond, Albany-Schenectady-Troy, 
Evansville, Ind.. Knoxville, Madison, 
Wis., Oklahoma City, Durham-Raleigh, 
S. C., San Antonio and Norfolk, Va. 

And there is every reason to suspect, 
says the report, that the Federal 
Communications Commission _ will 
grant additional licenses in several 
major markets in the near future. 
ABC-TV looks for a third station— 
and primary affiliate—in Boston, St. 
Louis, Miami and Omaha. 

Coverage has also improved, ac- 
cording to the report, as a result of 
better station clearances on a delayed 
basis for certain ABC-TV shows. 

The programming potential for the 
future is hinged on new talent in 
the night and expanded daytime sched- 
uling. Signed exclusively are Frank 
Sinatra, Pat Boone, Guy Mitchell and 
Mike Wallace, three of whom already 
have sponsors. Other new shows 
planned for the coming season will 
come from Warner Bros., Louis Edel- 
man, producer of Wyatt Earp, and 
Walt Disney. 


ADVERTISER HOPES. The °57-’58 
program schedule, opines ABC-TV, 
can be expected to attract more im- 
portant national advertisers to the net- 
work. The roster was fattened in 1956 
by the addition of Ford, Plymouth, 


Eastman Kodak, R. J. Reynolds, Proc- 
ter & Gamble and Armour, among 
others, says the report. 

In °56 there was a total of 110 
advertisers on the network, says the 
report, and they invested a round figure 
of $70 million in gross time billings. 

However, the report points out, the 
network program structure starting 
in the fall did not broaden sufficiently 
in programs and additional sales. The 
results for the 1956-57 season are 
“not up to expectations.” Fourth-quar- 
ter sales were below the previous 
year. 

This phase of the report might be 
construed by some as a jab at Robert 
Kintner, former president of ABC-TV, 
who resigned early this year and is 
now at NBC-TV. 

The amount of time spent viewing 
ABC-TV programs increased in a year 
from 80 million home-hours to 100 
million, says the report. 

As for ratings, in cities where the 
three networks are on an equal basis, 
ABC-TV dominated important night 
hours on Tuesday and Wednesday 
nights, according to the report. 

New offerings that helped build 
ratings and total viewing were two 
adult westerns, The Adventures of Jim 
Bowie and Broken Arrow. 

ABC-TV, in fact, has probably been 
responsible for a big swing to adult 
western shows planned for the coming 
tv season (an adult western being 
where as much lead flies, but the 
heroes have girls and so on). 


OTHER TOP ENTRIES. Other ABC- 
TV series for °56 cited in the report 
include Top Tunes and New Talent 
with Lawrence Welk; the Ford Thea- 
tre dramatic series; Warner Bros.’ 
Conflict; another adult western, Chey- 
enne, and the hour-long dramatic 
portrayal of the press in action, Wire 
Service. 

And in its third season, says the 





LEONARD H. GOLDENSON 


. . . ABC-TV position is stronger . . . 


report, Disneyland is hanging on to 
program leadership in its time period. 

News and public-affairs departments 
were expanded last year, according to 
the report. For three months prior to 
the national election, the network car- 
ried the weekly Campaign Roundup. 
The report points to critical acclaim 
and viewer commendation for its cov- 
erage of the conventions. 

New public-affairs programs include 
Press Conference, which went abroad 
to interview government leaders such 
as Nasser of Egypt, Mollet of France 
and’ Hugh Gaitskell of Great Britain; 
Johns Hopkins File 7, a study of uni- 


‘versity and research projects in the 


sciences and humanities, and Open 
Hearing, a documentary dealing with 
Washington developments. 

To support expansion plans in pro- 
gramming and sales, says the report, a 
completely new studio and office plant 
will be built at the network’s Holly- 
wood location. 

Concluding, the report says that the 
overall development of the network’s 
management plans is under the direct 
supervision of the company’s president. 


Leonard H. Goldenson. 


CBS ANNUAL 
Columbia 


REPORT. The 
which 


proudly calls itself the largest single 


Broadcasting Co., 
(Continued on page 125) 
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Joel F.Carlson,WTAR, Norfolke Richard Ernstein, Voice of Ams« 
Bernard C. Barth, WNDU-TV, South Bend « Gloria Dap; 
Jack Patterson, Business Week, New York « Robert E. Lee. | 
Robert H. Forward, KMPC, Los Angeles « Judith Waller, N 
Leon Goldstein, WMCA, New York « Ralph A. Renick, W] 
Gordon Kinney, Advertising Council « J. E. Baudino, W 


“Big Jon’’ Arthur, ABC, New York « Jim Frankel, Cleve 


FOR MAKING THE BOSTON Joseph A. Short, WHCU, Ithaca « Norbert J. Hruby, Univer 
Or li-e) ine, Me ‘-W 3 - ie 2 ¢ je Ce we, y 
CONFERENCE A SUCCESSFUL, ames TAILS, Jes aa aoe 


I . 
Jal 


TIVE FIRST | Raymond S. Green, WFLN, Philadelphia. « Dr. PI 
PRODUC - William Kaland, WBC, New York « Ed Reynolds, Ketct 
Robert Foster, San. Mateo Times, California «+ F 
To the station managers and program managers ... Javid Muggeridge, Fairchild Publications, Boston + 
educators . . . governmental leaders . oo oo Daniel W. Kops, WAVZ, New Haven « James H. Fergus 
Caney - ee cod edie aud eooka be te Barrie Thorne, BBC, New York + Michael Hayy 
interests of exciting, appealing local public service pro- Samuel Barstein, WAVZ, New Haven « Perry M. Beaum 
ge | humble — ae Bill Noble, Radio-Television Daily, New York+W.C. Swart 
original concept of the n Conference— ete siete S s e 
started almost two years ago for the WBC stations and erin Pavicson, WBC, New York » Doug Elles 
later expanded to cover a cross-section of all radio and Robert W. Breckner, KTTV, Los Angeles « Robert 
TV stations—grew into a result that far exceeded our Francis E. Wylie, WMIT, Boston « Win Fanning, Pittsbur 
expectations. Our only regret is that physical limitations Ed Codel, The Katz Agency, New York « Burton Pat 
restricted invitations to 110 stations. wk gs eee : 
What happened in Boston? A lot of things. M. S. Gibbons, Ketchum, MacLeod & Grove, New 
Over 200 thoughtful men and women sat down to Anne W. Langman, ‘‘The Nation’’ *Jo Ransom, WMG 
discuss radio and TV news, religious and children’s Glenn Dollberg, BMI, New York « Edward Stanley, NB 
: » documentaries and spots and showmanship Colby Lewis, WTTW, Chicago « Ralph Hansen, WHAS-1 
in all forms of public service programming, to name just 
a few subjects. Keith Tyler, Institute for Education by Radio-Televis 
They talked. They questioned. They argued, and they Arnold Wilkes, WBAL & WBAL-TV « Rear Admiral H 
dreamed. Their thoughts and ideas in this broad and 


too-often neglected programming area were provocative, 
wondering, frank, exciting, and often brilliant. 

Today, the effects of the Boston Conference—as re- 
flected in much-appreciated letters and comments—seem 
to be echoing in the farthest corners of the broadcasting 
industry. The result, we feel, has been a long-needed 
spotlighting of public service programming. We trust 
that, from the enthusiasm of those who participated, 
the calibre, appeal and effectiveness of public service 


Richard M. Pack, WBC, New York « Manny Rempelik 
Thomas Y. Gorman, WEEI, Boston « Al Naroff, Tr 
Charles Siverson, WROC-TV, Rochester « Dr. Ralp! 
Lynn Poole, Johns Hopkins University * John Lar 
Dody Sinclair, WJAR-TV, Providences George Forsyt 
Robert Hudson, Educational Television& Radio Cent 
Rod MacLeish, WBZ + WBZA, Boston « Bruce Walla 
Kenneth |. Tredwell, Jr., WBTV, Charlotte « How 


programming on stations everywhere—for people every- 
where—will soar. 

And yet, our enrichment from attention to pub- 

lic service can be greater. There is stili much to 

be done. These facts, coupled with overwhelm- 


Jerome R. Reeves, KDKA-TV, Pittsburgh « Ber 

Gerrie McKenna, WBC, New York « Thomas Duket 

Joe Levine, BostonTraveler +» Roy Schwartz, WBZ, Bost 
ing requests, bring us to the announcement that Robert Holines, WWLP, Springfield * Joseph Foga: 
we will repeat the Conference on Local Public Perry Bascom, WBC, New York « Albert Corey, Univers 
Service Programming in 1958. Among many Philip Hopkins, -United Community Services, Bost 
new features will be participation by the sales Paul E. Mills. WBZ . 


side of our industry. 
We are already excited over the prospect. For no Carl Vandagrift, WOWO, Fort Wayne + John W. Tinr 
Richard Fraxier, WAVY & WAVY-TV, Portsmouth, 


experience at WBC has ever approached the Boston 

Conference in confirming our belief that broadcasting is ed Keller. W / : E ad 

mast Giiectiae entities that haut aavuall the velgtet Steg Ke de BEN & W BERT FY, Buffalo Sherwood 

and confidence of the communities they serve. Robert Cody, Radio Liberation, New York « Ray Tre 
George Rosen, Variety, New York « Maury Shugrue 
Arthur E. Haley, WORL, Boston + Milton Krents, Jew 


el daat-lamad> [ePm Ai, O1Omm \\s-s-1alla)-4 Co] apm OM OME Um Dlelale\'7-lamar-le 
Peter Thornton, KDKA-TV, Pittsburgh « Jay Nelson Tuck, N 
Van Buren W. De Vries, WGR & WGR-TV, Buffalo « Burr 
Franklin A. Tooke, WBZ-TV, Boston « Albert Warren, TV Dig: 
Ben Strouse, WWDC, Washington, D.C. « Arnold L. Wilk 






































WESTINGHOUSE BROADCASTING 
COMPANY, INC. 


RADIO TELEVISION 
BOSTON WBZ+WBZA BOSTON WBZ—TV 
PITTSBURGH KDKA PITTSBURGH KDKA—TV 
CLEVELAND KYW CLEVELAND KYW-—TV 
FORT WAYNE WOWO SAN FRANCISCO  KPIX 
CHICAGO WIND 
PORTLAND KEX 
WIND represented by AM Radio Sales e KPIX represented by The Katz Agency 


All other WBC stations represented by Peters, Griffin, Woodward, Inc. 


Philip H. Cohen, Sullivan, Stauffer, Colwell & Bayles, New Y¢ 


Dr. Leo Bogart, McCann-Erickson, New Yorke Parker Wheat: 


Graham B. Poyner, WPTF, Raleigh * Harold Lund, KDKA 
Frank Luther, WNAC & WNAC-TV, Boston « Hal Cessna, WOW 
Paul O’Friel, KOKA & KDKA-TV, Pittsburgh « Rolland V. Too! 


WBZA, Boston « Bernard Plat 


Howard Finch, WJIM, & WJIM-TV, Lansing « Arthur Hungerfo: 


Martin Bookspan, WQXR, New York « R. J. Bowley, WBC, Ni 
John Highlander, KPIX, Sdn Francisco « Arthur J. Bellair 


Mel Bailey, KEX, Portland, Oregon « Sherman K. Headle 
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ngton, D.C. * Sam Chase, Billboard, New York « Ray Stone, Maxon Agency, New York « Carl Sandburg, Flat Rock, N.C. 
nal Citizens Council for Better Schools, New York « Mike Wallace, WABD, New Yorks D. H. McGannon, WBC, New York 
es Dundes, CBS Radio, New York « Garnet Garrison, University of Michigan * Sam Serota, WIP, Philadelphia 
York * Grady Edney, WBZ, Boston « Dorothy E. Lewis, United Nations « Dr. Milton Eisenhower, Johns Hopkins University 
- Frank Baxter, University of Southern California + Frank Beatty, Broadcasting -Telecasting, Washington, D.C. 
ngton, D.C. * Gloria Chandler, KING, Seattle « Richard Hull, Ohio State University » Cal Jones, KDKA-TV, Pittsburgh 

- Louis Corbin, WFBR, Baltimore * Gordon V. McLendon, KLIF & KLIF-TV +* Merrill Panitt, TV Guide, Philadelphia 
cago « Perry Harten, WBC, New York + Walter Neiman, WQXR, New York « Vice President Richard M. Nixon 
gfield, Mo. «Anthony LaCamera, Boston American « Herbert B. Cahan, WBZ-TV, Boston » James H. Quello, WJR, Detroit 
Northwestern University « Fred A. Keller, WBEN-TV, Buffalo » Rev. Walter L. Flaherty, Catholic Archdiocese of Boston 
berg, Motivation Analysis, Inc. *« John Comas, WSJS, Winston-Salem « George Probst, Edison Foundation, New York 
_eod & Grove, New York » Helen Parkhurst, New York « Joseph N.Welch, Esq., Boston « Fred Kugel, Television Magazine 
ran, WBZ-TV, Boston » George McConnaughey, FCC + Louis G. Cowan, CBS, New York + Jack Miller, CBS, New York 
rlin, BMI, New York « John Steen, WBC, New York « N. W. Russo; National Telefilm, Boston » Robert L'Heureux, FCC 
2-TV, Huntington * Robert Saudek, Ford Foundation, New York + Charles Van Doren, Columbia University 
d Nations-* Seymour Siegel, WNYC, New York « Mary Handy, Christian Science Monitor + J. J. Kelly, WBC, Néw York 
BD, Peoria * Henry Morgenthau, IIl, WNYC, New York « Mrs. Gertrude Broderick, Office of Education, Washington, D.C. 
' & WBZ-TV, Boston * Armand Lopez,. 'Jniversity of Massachusetts * John F. Kennedy, U.S. Senator, Massachusetts 
\N-TV, San Francisco.» Melvin C. Wissman, WWJ-TY, Detroit » Charles Lewis, WCAX & WCAX-TV, Burlington 
r, WBC, New York « Cameron De War, Billboard, Boston « Len Hornsby, WVDA, Boston « Dorothy Wilson, CARE, Boston 
‘-Gazette « Nicholas Zapple, Senate Interstate and Foreign Commerce Commission « James Day, KQED, se a e-leleee) 


OM, Minneapolis * James Macandrew, Board of Education, New York * Woody Brown, University of MaSsachusetts 


Fox, KYTV, Springfield, Mo. « D. E. Partridge, WBC, New York « Verne Burnett, Ketchum, MacLeod & Grove, New York 
York * Bruce Wallace, WTMJ, Milwaukee « Vic Diehm, WVDA, Boston « W. H. Baldigan, TV Digest, Washington, D.C. 
York ¢ Bill Burns, KDKA-TV, Pittsburgh « John K. M. McCaffery, WRCA-TV, New York « Guy Livingston, Variety, Boston 
sville * Charles Vanda, WCAU-TV, Philadelphia * Wylie Hance, ABC, New York « Francis Murphy, Portland Oregonian 
mbus * Carl Fox KYTV, Springfield *» Jim Snyder, KDKA, Pittsburgh * Terrence O'Flaherty, San Francisco Chronicle 
<over, U.S. Navy « Sy Resnick, The Billboard « Robert B. Cochrane, WMAR-TV, Baltimore * Angela Rich, TV Guide, Boston 
Veek, Boston * Bill Tracy, National Social Welfare Assembly, New York »* Joseph Connolly, WCAU, Philadelphia 
TV Corporation *« Bob Messinger, WBZ, Boston « Fred Remington, Pittsburgh Press * James C. Hirsch, TvB, New York 
he, United Nations * Gordon Hawkins, WBC, NewYork ~ Edward Sherburne, WGBH, Boston *Tom McDonaugh, TV Guide 
cross, Boston «Mary Cremmen, Boston Globe « Dave Croninger, WIND, Chicago» Dwight Newton, San Francisco Examiner 
ton Traveler * Gordon Davis, KYW, Cleveland « Robert J. Covington, WBT, Charlotte *« John White, WQED, Pittsburgh 
Arbor « J. B. Conley, WBC, New York « Sanford Markey, KYW, Cleveland « Jack Kerrigan, WHO & WHO-TV, Des Moines 


\\J, Milwaukee * John Maloy, WNAC&WNAC-TV, Boston*Lewis Freedman, WCBS-TV, New York * Mark Olds, KYW, Cleveland 


nford Jones, American Council of Learned Societies, Cambridge «+ Arthur Fetridge, Boston Herald-Traveler 
son, WBC, New York + Clarence Worden, WCBS-TV, New York 
AM-TV, Baltimore » Charles F. Dolan, Sterling Movies U.S.A., Inc. 
ir C. King, WEEI, Boston « A. W. Dannenbaum, WBC, New York 
°0-TV, Providence * Douglas Grant, WMT & WMT-TV, Cedar Rapids ; 
state of New York « Richard O'Connor, WCRB> Waltham, Mass. Souvenir of 
Steetle, Joint Council on Educational TV, Washington, D.C. The Boston 
sor, New York « Wilbur D. Clark, Pittsburgh Sun-Telegraph 
aN LOM aR erm MMO ESCCMeiiaivee Conference 
“ichard V: McCann, WBZ-TV, Boston + Guy Harris, KDKA, Pittsburgh 
v, WHIL, Medford, Mass: « Elizabeth Sullivan, Boston Globe 
Sm 4D] 0) 20 A's MO] 0) ole lel eam N=) <1 Mel al-1 co =r-leglet-)| (Pm AE OMMal-laaielce| 
Boston « John Scheuer, WFIL & WFIL-TV Philadelphia +«- Barbara Collins, WBC, New York 
ogical Seminary, New York « Richard Heffner, Metropolitan Educational Television Association, Inc., New York 
‘-TV, Flint » Mel Goldberg, WBC, New York « Patrick Hazard, Scholastic, New York « Richard Carlton, Trans-Lux Films, Inc. 
« Post « Herbert Bachman, KEX, Aprtland, Ore. » Sherwood R. Gordon, WSAI, Cincinnati « James Eberle, WWJ, Detroit 
>, Jr., WCSH-TV, Portland, Maine + Albert Crews, National Council of Churches of Christ in America, New York 
ington, D.C.» Ralph N. Harmon, WBC, New York «Bill Greeley, Television Age, New York « Roy V. Whisnand, WCOP, Boston 


presented to all participants. 





-arst Radio, Inc. * Edward J. Roth, WNDU-TV, South Bend « Ralph N. Harmon, WBC, New York* Sam Elber, WERE, Cleveland 
‘ropolitan Educational Television Association, New York « Ray Hubbard, WBZ-TV, Boston « Jack Grogan, WNEW, New York 


p Lasky, KPIX, San Francisco * James H. Ferguson, WSAZ, Huntington « Dr. Douglas S. Moore, Columbia University 
<* Seymour Horowitz, WJAR & WJAR-TV, Providence « Lev Pope, WPIX, New Yorks Irvine H. Millgate, Boy Scouts of America 


atten, Barton, Durstine & Osborn, Inc., New York « R. Clifton Daniel, WCAE, Pittsburgh + Jack Williams, KDKA, Pittsburgh 


8H, Boston « Jack Kerrigan, WHO & WHO-TV, Des Moines « Edward F. Ryan, WTOP & WTOP-TV, Washington, D.C. 


"CCO & WCCO-TV, Minneapolis » Chet Collier, WBZ-TV, Boston « Gordon V. McLendon, KLIF & KLIF-TV, Dallas 
‘JKA-TV, Pittsburgh * Andrew C. Fuller, WTAG, Worcester « Bill Dempsey, KPIX, San Francisco « Jim Allen, WBZ-TV, Boston 

‘Wayne « John Gentri, WKOX, Framingham, Mass. « Cal Bollwinkel, WOWO, Fort Wayne « W. H. Hauser, WBZ-TV, Boston 
‘'W & KYW-TV, Cleveland » Rev. Edmund Joyce, WNDU-TV, South Bend + H. W. Lundquist, WBZ + WBZA, Boston 
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4_..take 2 in Chicage 


Chicagoland viewers have a station habit. It’s WBBM-TV... 


Channel 2... leader in audience preference, in viewer loyalty. 


An example of this habit occurred recently as President Eisenhower 
reported to Congress on the Middle East crisis. Chicago’s three network stations 
carried this special telecast, simultaneously. Yet three 


out of every four viewers (71.3%) watched it on Channel 2... WBBM-TV. 


Daytime, nighttime, weeklong — more sets are tuned to 
Channel 2 than any other. It’s an old Chicagoland viewing habit. One that’s 
sparked by Showmanship...the kind that turns your advertising into 


Salesmanship. The kind you find only on 


‘tT——=) WBBM-TV Channel 2 


CHICAGO'S SHOWMANSHIP STATION 


Represented by CBS Television Spot Sales 
CBS Owned 
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New 


"Planes television stations set a new 
record for public service in 1956. 

According to an industry-wide survey just 
completed by TELEVISION AGE, the 480 outlets 
now on the air gave of their time and talent 
to a total value of just over $189 million. 

In 1955, this time and talent total reached 
$133 million, according to the TV AGE report 
which was released in the June 1956 issue. 
This was the first of the magazine’s continuing 
series of national checks. At that time, the edi- 
tors predicted telecasting in the public interest 
was increasing at such a rapid rate that the 
total values for 1956 would reach $179 mil- 


for 
public service 


Television’s 
biggest giveaway reaches peak 
of $189 million 

during 1956 


lion. Even this estimate, which at the time 
some quarters regarded as optimistic, has 
proved conservative, with the total for the year 
soaring $10 million more to reach the $189- 
million figure. 

This upsurge of interest in public-service 
telecasting may be credited to a number of 
causes. Most important seems to be the feeling 
among broadcasters that it is “good business” 
to program in the public interest. 

At a recent meeting of industry executives 
one program manager summed up this con- 
viction with the statement: “I believe that the 


station that is most successful commercially 























Station Class A 
hourly rate 


UNDER $250 


Announcements 


& ID's 


first quarter 
second quarter 891 
third quarter 
fourth quarter 


total 3,454 





$251-$500 


first quarter 
second quarter 
third quarter 1,117 
fourth quarter 1,030 


total 3,867 





$S01-$900 


first quarter 
second quarter 1,047 
third quarter 
fourth quarter 1,133 


total 4,098 








$901-$1500 


Public-Service Record 


of Average Tv Stations 


second quarter 1,064 


third quarter 1,575 
fourth quarter 2,250 


total 5,978 








by Classification, 


in its community is most often the 
station that does the best job of public 
service.” 

The same idea has been expressed 
by many others. 

As commercial television has 
reached its maturity, more and more 
station operators have been made 
aware of the need for publicizing the 
service they are giving away in the 
interest of the public. Since televi- 
sion’s rise has been so rapid, it has 
heen a whipping boy for Congres- 
sional committees, professional do- 
gooders and various fringe groups. 

Television’s friends are learning 
that the best way to defend the me- 
dium is to tell the truth about it— 
to see that the nation’s lawmakers, the 
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Total, 1956 


$ISOI UP 


first quarter 1,337 
second quarter 1,330 
third quarter 1,998 
fourth quarter 1,160 


total 5,825 








AVERAGE 
STATION 


FCC and other interested groups know 
the extent to which commercial sta- 
tions are serving the public. 

“Broadcasters are doing a wonder- 
ful job of public-service broadcasting, 
and a terrible job of selling that fact 
to the FCC, to Congress, to other gov- 
ernment officials, to public-service or- 
ganizations and to the general public,” 
was the way Sam Cook Digges, gen- 
eral manager of wcss-tv New York, 
described the situation recently. 

An unusual amount of attention has 
been given to public-service program- 
ming during the past 12 months. 
Larger stations have appointed experts 
to plan and present their educational 
and public-affairs programming. Pro- 
gramming executives of smaller sta- 


first quarter 1,020 
second quarter 
third quarter 1,068 
fourth quarter 1,224 





total 4,275 


tions have spent more time in plan- 
ning similar programs. 

This upward trend in interest and 
in total number of programs and an- 
nouncements is evidenced in the quar- 
terly reports for the year, which are 
summarized in the 
table. 

Figures shown here are for average 
television stations of the various size 
classifications and for the average of 


accompanying 


all 480 commercial tv stations. Totals 
are presented by quarters with the 
final totals for the entire year of 1956. 
These final totals can be compared 
with a similar total for 1955 in each 
of the size classifications. 

First attention should be given to 
the average of all television stations, 


first quarter 1,089 














Value announce- Hours 
ments & ID’s Programs donated 
$29,749 125 56.5 
18,188 125 80 
22,216 175 69 
14,898 157 68 
85,051 582 273.5 
35,612 179 71.6 
31,471 155 61 
37,205 120 46 
40,727 174 90 
145,015 628 268.6 
58,089 185 75.5 
70,966 244 86 
62,556 231 68 
76,286 188 84 
267.897 848 313.5 
75,849 304 93.2 
7,272 254 88 
128,652 249 103 
101,665 254 82 
393,438 1,061 366.2 
254,051 143 115.9 
309,034 135 84 
523,624 202 60 
231,174 113 58 
1,317,883 593 317.9 
62,464 180 70 
45,425 182 102 
73,568 176 61 
68,130 171 82 
249,587 709 315 

















last classification in the table. 

Total value of time and talent do- 
nated by the average station in 1956 
came to $393,918. This may be com- 
pared with the average for 1955, 
which was $292,346, showing that the 
typical station increased its gift to the 
public by $101,572 in 1956, an in- 
crease of 34 per cent in the 12-month 
period. 

Looking back over the figures to 
discover just where and when this in- 
crease occurred shows that more an- 
nouncements and ID’s were given 
away in the last quarter of the year 
than during any other period, with a 
total of 1,224 telecast. Second biggest 
number was telecast during the third 
quarter, 1.068, followed by 1,020 in 





























Value Value time 
programs of personnel 
$16,804 $2,049 

12,134 1,229 
14,848 1,851 
8,989 1,611 
52,775 6,740 
19,205 4,600 
16,223 3,643 
12,144 3,025 
19,900 3,023 
67,472 14,291 
25,310 4,189 
31,291 3,315 
34,894 7,797 
24,360 3,041 
115,855 18,342 
52,233 3,895 
41,172 3,183 
51,741 7,889 
47,880 6,279 
193,026 21,246 
197,229 20,253 
282,976 4,932 
156,481 5,980 
143,212 6,912 
779,898 38,077 
26,404 9,394 
40,921 3,166 
29,769 3,376 
27,916 3,385 
125,010 19,321 


the first quarter and 963 in the second 
quarter. Altogether, 4,275 announce- 
ments and ID’s were telecast by the 
average station during the year. 

The value of these announcements 
and ID’s was greatest in the third 
three months, when their worth was 
estimated at $73,568, followed by the 
fourth quarter with $68,130, the first 
with $62,464 and the second with $45,- 
425. This would seem to indicate that 
a larger percentage of ID’s was in- 
cluded in the figures during the final 
quarter than in the third, since the 
dollar value runs higher in the latter. 

In the program classification, the 
average station presented the largest 
number of programs, 182, during the 
second quarter, the period when the 


Total 
donated 


$48,602 

| 31,551 
| 38,915 
25,498 
144,566 
59,417 
51,337 
52,374 
63,650 


226,778 


87,588 
105,572 
105,247 
103,687 


402,094 
131,977 
131,627 


188,282 
155,824 


607,710 


Total donated 
during 1955 


$119,291 





191,98 


272,019 


471,249 





471,533 
| 596,942 
686,085 
381,298 


2,135,858 | 
98,262 | 
89,512 

106,713 
99,431 | 


393,918 


1,262,807 





292,346 

























number of announcements and ID's 
was smallest. Next largest number, 
180, was during the first quarter, fol- 
lowed by the third quarter with 176 
and the final three months with 171. 
Total number of programs given to 
public service during the year by the 
average station was 709. 

The hours-donated figure shows the 
largest number of program hours com- 
ing during the second quarter with 
102, the next largest was 82 during 





the final quarter, followed by 70 in the 
first quarter and 61 in the third. Total 
number of hours donated adds up to 
315. Comparing this figure with the 
total number of programs indicates 
that the average public-service pro- 





gram comes to just under 30 minutes. 
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The important “value” column for 
programs shows that programs do- 
nated in the second quarter came to 
the largest amount, $40,921. The third 
quarter was next with $29,769, fourth 
next with $27,916 and first quarter 
last with $26,404. Total value of all 
programs for the average station was 
$125,010. 

This total value of programs is just 
a little over half the value of an- 
nouncements and ID’s given to public- 
interest causes, which, as noted above, 
came to $249,587. 

The next column, devoted to value 
of time of personnel spent on prepar- 
ing and presenting public-service ma- 
terial, shows a total of $19,321 spent 
in this way by the average station. 

The total-donated column, men- 
tioned earlier, shows that value of 
time plus talent donations (the sum of 
the values of announcements and ID’s, 
programs and time of personnel) was 
greatest in the third quarter, when the 
figure came to $106,713. Fourth quar- 
ter was next greatest, with $99,431, 
first quarter next with $98,262 and 
second quarter last with $89,512. 


Details for All Stations 


The chart includes the same detail 
of information for each of the station 
classifications by size. 

Smallest stations, those with Class 
A rates of $250 an hour or less, aver- 
aged time and talent donations of 
$144,596 during the year. This com- 
pares with a total of $119,291 in 1955. 
The increase of $25,000 amounts to 
about 21 per cent. 

As would be expected, these smallest 
stations show smaller totals in all divi- 
sions than stations with higher basic 
rates, with the lone exception of the 
number of program-hours donated. 
These total 273.5 hours, slightly more 
than the next larger station classifi- 
cation. 
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Stations with Class A hourly rates 
of from $251 to $500 gave an average 
of $226,778 in time and talent to 
public-service programming during 
the year. In 1955 this total was $191,- 
981, making the increase in 1956 
amount to 18 per cent. 

Next larger stations, those with 
Class A hourly rates between $501 and 
$900, donated a total of $402,094 in 
time and talent during 1956, as com- 
pared with $272,019 in 1955. This was 
an increase of 47 per cent, one of the 
largest gains of any station classifica- 
tion. 

Stations with Class A rates between 
$901 and $1,500 gave a total of $607,- 
710 in time and talent during 1956. 
In 1955 this figure came to $471,249. 
This was an increase of about 28 per 
cent. 

Stations in this classification do- 
nated 266.2 hours to programs during 
the year and 5,978 announcements 
and ID’s. Both of these are record 
figures for all classifications of sta- 
tions. They also lead other stations in 
number of programs, with 1,061. 

Largest stations, those with Class A 
hourly rates of $1,501 or more, gave 
an average of $2,135,858 in time and 
talent to public service. This may be 
compared with $1,262,807 for public 
service during 1955. The percentage 
increase is 5] per cent, the greatest 
gain of any group of stations. 

Checking with spokesmen for sev- 
eral of the larger stations for the 
reasons why these stations showed the 
greatest gains in dollar value of public 
service during the year leads to a num- 
ber of opinions. Some observers credit 
the gains to the ability of larger sta- 
tions to set up special departments to 
handle public-service programs. Others 
feel that past experience has proved to 
these stations that public-interest pro- 
grams can draw large audiences and 
are still worth the investment in pres- 


tige gained by the stations. Still 
others, perhaps cynics of the trade, 
point to Congressional-committee un- 
rest and threats of investigations as 
the spur which caused big stations to 
increase their public-service efforts. 

Whatever the reason, the facts seem 
indisputable: the largest and most in- 
fluential stations have shown the big- 
gest increases in public-service tele- 
casts during the past year. 

While large stations were not the 
highest category in number of public- 
service announcements and programs, 
they were, because of their higher 
rates, leading in every department as 
to their money value. Announcements 
and ID’s for the average large sta- 
tion, as an example, came to $1,317,- 
883, while value of programs came to 
$779,898. Value of time of personnel 
devoted to all this programming came 


to $38,077. 
Consistent Through Year 


Checking back over the entire table, 
it is noteworthy that public-service 
programs have 
been consistent throughout the entire 
year. There is no discernible trend to 
increase the number of either of these 


categories during the slower months 


and announcements 


and to decrease them when business is 
best. 

It is also interesting that, in addi- 
tion to programs, so many announce- 
ments and ID’s have been given to 
various worthy causes. One executive 
sums up this situation by pointing out 
that support of this kind is too often 
little appreciated. 

“All of us know of the many, many 
advertisers,” he says, “who will attest 
the advantage of the saturation an- 
nouncement campaign over the use of 
programs. Public-service organizations 
get great impact from announcement 
schedules—unfortunately, many times 
the stations get little credit.” 








The Measure of Service 


i its second annual survey of public-service broadcasting scheduled by television sta- 
tions and networks, this journal has learned that the industry continues to rate very 


high in this category of programming and advertising. 





Again during 1956, as in 1955, about 18 per cent of the total net time revenue has been 
devoted to public service. We hasten to acknowledge that a dollar bill is not a very good 
measuring stick for this kind of research, but it is the one currently in vogue among those 
public-welfare organizations employing television for such purpose. 

The real measure, of course, is found in results—and television may claim properly it- 
share of glory along with the other media and with the many magnificent agencies which 
are carrying forward this work. 

It is foreseeable, now, that infantile paralysis may be stamped out. 

Recent news stories have indicated 1957 as the “turning point” year in the fight against 
cancer. 

Tremendous advances have been made in dealing with heart disease, both in its treatment 
and its prevention. 

Multiple sclerosis. Arthritis. Mental illness. 

All of these are giving way to the pressure of public awareness and medical research. 

The media, television prominent among them, through the collection of funds and the 
indoctrination of the citizens at large, are helping in the age-old search for the hidden 
enemy, and contributing to its vanquishment. 

But what of the enemy now seen? The lad who commands his car to kill? The fuzzy- 
cheeked boy who wanders with the wolf-pack in shadowed streets, a switch-blade his 
secptre of defiance? What of these whose name is Cain? 

It is eminently evident that television cannot take the place of parents, although it ha- 
been accused variously of neglecting that responsibility. 

Television, at this stage of the art’s development, cannot have babies nor, for that 
matter, rear them to manhood. But perhaps there is an assignment here for the medium 
which has contributed so richly to getting out the vote (a record breaker in 1956, which 
was supposed to be the Year of Apathy), fighting disease, helping in disaster, extracting 
blood from the general public, recruiting young men and women for the armed forces. 
selling bonds and buying college scholarships for worthy young people. 

Possibly the great hope for tomorrow may reside more surely than we know in the 
disposition that is to be made of the young people who would now appear to be unworthy 
and that here, more than in any other single prospect of public service, lies the greatest 
challenge to the greatest medium. 

Television has lent its powerful persuasion in the battle to make the heart beat longer. 
the crippled to walk and in urging the faithless toward faith. 

Can it, with professional assistance, slow the comets on our highways? Can it put a 
football or a baseball in the hand that holds a hidden weapon? Can it help the parents- 
who-are help the parents-who-will-be? 

TELEVISION AGE, having examined the record, believes it can—and has not seen the dol 


lar that could measure the worth of that humanitarian service. 


The Editors 
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tatistics alone do not always re- 
flect the true picture of television 
programming in the public interest. 
Useful as they are, unadorned facts 
and figures on time and money de- 
voted by the nation’s stations to public 









service are not enough in themselves 
to convey the full extent and variegated 
nature of this type of presentation. 
Tv programs of benefit to the public 
can—and do—take all forms and 


























































































ma. i : 
American history on wics Springfield. 


shapes, depending upon the needs of 
a particular community, the imagina- 
tion of an individual station’s manage- 
ment, or a combination of both, and 
it is these detailed patterns that are not 
revealed in a basic recapitulation of 
“how much” and “how often.” 

To complement its second annual 
summary of the dollar value of pub- 
lic-service programming carried by 
American video outlets (see “New 
High for Public Service,” page 45), 
TELEVISION AGE asked the stations for 
capsule descriptions of their most out- 
standing public-interest efforts. Fol- 
lowing are some of the ways in which 
communities around the country have 
been successfully served by their local 
tv channels, in alphabetical order ac- 
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Programs for the public 


Stations prove emphasis can be on interest in public-interest programming 


cording to city. 

WFBG-TV Altoona, Pa., programs 
three diversified shows that, because of 
their fundamental interest, have de- 
veloped and maintained large and 
steady audiences. Youth Answers, oc- 
cupying a half-hour spot every Sunday 
afternoon, is a panel discussion among 
outstanding students from high schools 
in the area; the topics discussed con- 
cern current events. You and Your 
Police outlines the activities of Al- 
toona’s law enforcers, and Social Se- 
curity for You touches on a matter of 
paramount importance to practically 
every viewer in any community. 

The Altoona Triangie station also 
has offered in the past—or is currently 
offering—such __ public-interest _pro- 
grams as See How They Learn, College 
Choir Festival, Agricultural Extension, 
Altoona Industries and Altoona Speaks. 
WFBG-TV further schedules a kinescope 
of the weekly University of the Air, 
produced by the Triangle Stations’ 
flagship, writ-tv Philadelphia, and 
long recognized as a prototype of most 
of the educational services on Amer- 
ican television. 

KBAK-TV Bakersfield, Cal., has been 
offering a half-hour public-service pro- 
gram called Showcase for Youth for 
the past three years. Currently telecast 
on alternate Saturday afternoons at 5, 
the stanza is intended to show scheol 
patrons subjects that are being taught, 
modern teaching methods and aspects 
of the curriculum not widely known to 
the public. 

The Kern County Union Hizh 
School and Junior College District, 
which puts on the program, chooses its 
participants from the students and 
faculties of nine high schools, a junior 








college and an adult evening school. 
Coordinator for the program is Allen 
Cannon, and during its three years al- 
most every type of format has been 
tried. 

At the moment, Showcase for Youth 
has a musical motif and features cho- 
ruses, instrumental ensembles and solo- 
ists from the member schools. In the 
middle of this talent is inserted an edu- 
cational feature which may run from 
five to 12 minutes, consisting of inter- 
views, panel discussions, demonstra- 
tions or films on school activities. 


Art and History 


Key to the Ages,.a weekly half-hour 
program on WAAM Baltimore, is de- 
voted to aspects of history as illus- 
trated by works of art and is produced 
jointly by the station, the Walters Art 
Gallery and the Enoch Pratt Free Li- 
brary. Now in its fifth season, it is 
completing a 26-week series on Satur- 
days at 4 p.m. 

Each week a topic of historical and 
artistic interest is discussed by staff 
members of the two institutions and by 
guests. Included this year have been 
such programs as The Ancient Olympic 
Games, The Art of the Cup, Vanity and 
Man, Big Museums and Little People 
and The Battle of Agincourt. Two or 
three people present the discussions on 
each show, under the direction of 
Harding Roberts. 

The most successful among recent 
public-service programs on W-TWO 
Bangor, Me., were concerned with rais- 
ing enlistments in the station’s area for 
the six-month Army training program 
under the Reserve Forces Act of 1955. 
The shows stemmed from an inspec- 
tion trip to Fort Dix in New Jersey 





Host Hale Sparks listens as Dr. Edward Teller explains the atomic world on KNxT Los Angeles. 


Panel and producer keep an Open Mind on wrca-tv New York. 


es 


Imagineering on WBNS-TV. 






































Carl Sandburg on the 
first Camera Two program 
over WBBM-TV Chicago. Art class on the School Today series produced by wMaAz-Tv Macon. 





that was made last January by Jeanne 
DuMont, w-TWwo’s women’s director, 
and a group of Maine educators. 

With the aid of a commercial pho- 
tographer, Mrs. DuMont was able to 
get a pictorial record of all phases of 
training, recreation, mess facilities and 
religious activities at Fort Dix, which 
she subsequently presented over W-TWO 
in a 20-minute program. While at the 
Army post, Mrs. DuMont also secured 
an acceptance from its deputy com- 
mander, Brig. Gen. Lloyd R. Moses, 
to come to Bangor and appear on w- 
TWO to explain further the six-month 
Reserve Forces training advantages. 

Results were quickly evident in the 
large increase in local enlistments and 
in numerous inquiries by phone and 
letter. According to Maj. Sidney An- 
derson, officer in charge of the ASAR 
Training Center in Bangor, “these 
programs have helped tremendously as 
far as recruitment in this area is con- 
cerned. I feel that television is one of 





of 











Panel discussion over WNCT Greenville. 


the best media to acquaint the public 
with the obligations of young men to- 
ward the armed forces. W-TWO is to be 
commended for this service.” 

wnBF-TV Binghamton, N. Y., points 
to How to Do It and Hot Seat as 
“good examples” of its local public- 
service programming. The former, a 
30-minute show every Saturday morn- 
ing, is produced by the Junior League 
in cooperation with the station and 
features talented adults teaching a 
small group of studio youngsters and 
a “tremendous” group of at-home chil- 
dren various skills such as finger paint- 
ing, drawing and puppet making. 

Hot Seat, produced by the WNBF-TV 
news department headed by Cal Tin- 
ney, is a half-hour telecast Sunday 
afternoons at 1:30, presenting news- 
paper reporters interviewing local 
people currently involved in “headline- 
making activities.” Also on the sta- 
tion’s regular public-service agenda is 
a kinescope of parent station WFIL-TV’s 








A timely interview on WNAC-TV Boston. 


KPIX studies San Francisco’s transportation crises. 


University of the Air. 

As a means of publicizing “Heart 
Sunday” in Alabama, wsrc-tv Bir- 
mingham presented a two-hour live 
telecast from its studios on Feb. 23, 
with J. Robert Kerns, vice president 
and managing director of the station, 
and this year’s Jefferson County Heart 
Fund chairman, reporting that the 
greatest portion of the $200,000 goal 
for 1957 will probably come as a direct 
result of this one program, a highlight 
of which was a film of an actual heart 
operation performed at a New Orleans 
hospital—a “first” for television in the 
south. 

KBMB-TV Bismarck offers a daily 30- 
minute program of undeniable public 
interest in The Important Search, a 
discussion of the Catholic faith and its 
practices. The half-hour was initiated 
last September by Bishop Hock and is 
coordinated by Rev. Al Simon of St. 
Mary’s Church, with talent from the 
Bismarck-Mandan area incorporated in 


the program. Discussions, skits, dem- 
onstrations of the Sacraments, the 
Commandments, Holy Mass and even 
the making of altar beads have been 
presented over the past months. 

A true-to-life picture of the Hun- 
garian situation, presented on film as 
an hour-long show in pre-empted net- 
work time by wNac-Tv Boston, was 
delivered to Washington, at the re- 
quest of the State Department, by Nor- 
man Knight, executive vice president 
and general manager of the station, for 
official presentation to the Department 
last Feb. 20. 

This was an aftermath of the show- 
ing, two days before, of the film, titled 
Weltschmerz (World Sorrow), as the 
second of two documentaries on the 
Hungarian tragedy, produced by the 
WNAC-TV team of H. Jeff Forbes, Ed 
Gilman and Frank Luther. The first 
film resulting from a trip to the 
troubled area by the station’s public- 
affairs trio was called Suffer the Little 
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Let’s Find Out over KOLN-Tv Lincoln. 





Education is served at wGLv Easton. 


WRCV-TV presents Hungary 1956. 








Children, and since its WNAC-TV airing 
it has achieved the distinction of being 
entered as part of the official Congres- 
sional Record. 

A third highly successful WNAc-TV 
public-service venture recently was a 
half-hour film for the American Red 
Cross, River of Life, produced and 
directed by James Pike and Mr. Forbes 
to help recruit blood donors. The Red 
Cross was so impressed with the ef- 
fective handling of the subject that it 
ordered hundreds of prints of the film 
for use in its chapters throughout the 
country. 

A public-service one-shot from 7 to 
8 p.m. last Feb. 26 flooded WBEN-TV 
Buffalo with 17,670 telephoned at- 
tempts—of which only 580 got through 
—when the Smith, Kline & French 
Laboratories presented five local phy- 
sicians on a program titled Call the 
Doctor, produced and directed by the 
station’s Fred New in conjunction with 
James A. Christensen, WBEN-TV execu- 
tive producer. 

Ten special operators received the 
calls while the hour on obesity was in 
progress. Answering 32 questions fun- 
neled through Dr. Edward F. Driscoll 
were a cardiologist, a psychiatrist, an 
endocrinologist, an internist and a gen- 
eral practitioner, with Dr. Joseph 
Shister, of the Department of Indus- 
trial Relations at the University of 
Buffalo, acting as moderator. 

Produced as a public service and 
built on the theme of public safety, 
the first annual wBuF Buffalo Safety 
Spectacular drew 75,000 persons to the 
city’s LaSalle Park last Labor Day. 
Possibly the most unique part of this 
contribution by the station to the area 
it serves lay in the fact that the eight- 
hour outdoor show was not telecast, 
despite its staging by the wBUF staff. 

The reason was simple, and perhaps 
even more public-service-minded than 
televising the proceedings might have 
been. WBUF and executives of NBC, 
which owns and operates the uhf out- 
let, wanted to draw as many people as 
possible to the actual show site, and 
felt that live telecasting might have 
mitigated against the size of the crowd. 

A recently inaugurated public-inter- 
est show on WBBM-Tv Chicago stands 
out as one of four new programs 
created by the public-affairs depart- 

(Continued on page 84) 


A delicate heart operation is telecast in color by KoMO-TV Seattle. 






















































««_.. to educate, enlighten, inform 


Spiced with ingenuity, 


public service programs can be many things 


hat is public service program- 
ming? 

Westinghouse Broadcasting Co. pres- 
ident Donald H. McGannon defines it 
this way: 

“Public service programs are those 
which are created originally not to 
entertain, but rather to render a valid 
service to the public and to further 
educate, enlighten and inform them.” 

The spectacular range of program- 
ming which that definition encom- 
passes was recently demonstrated to 
the representatives of some 110 sta- 
tions attending the WBC Broadcast 
Service Conference in Boston. 

Public service as demonstrated 
there was valid, educational, enlighten- 
ing and informative. And more often 
than not it came off as high enter- 
tainment (Mr. McGannon followed his 
definition with a hasty reminder that 
it should also make every effort to be 
entertaining ) . 

Public service in the text brought 
forward at Boston was many things. 
It was, for instance, mediation by the 
news crew of wtvJ Miami that settled 
a sensitive and dangerous problem in 
a community’s human relations. 

Or it was production ingenuity that 
makes the toughest material easy and 
interesting—as on Camera 3. It was 
important abstractions brought to life, 
as with wBz-Tv Boston’s Let Freedom 
Ring, or wnobu-Tv’s Epic for South 
Bend, Ind. It was a combination of 
Stravinski and Dry Ice from wcau-TVv 
Philadelphia and it was a Little League 
baseball park on the grounds of KYTV 
- Springfield, Mo., where Saturday 
double headers are picked up during 
the summer months. 

The men responsible for these shows 


FCC Chairman George C. McCon- 


naughey speaks to Boston Conferees. 














A loaded panel of public service experts. 


were in Boston to tell how they came 
about, how they were done. The pub- 
lic service or program director who re- 
turned home with no fresh ideas, or 
no fresh enthusiasm, 
sleeper, indeed. 


was a sound 

How does a station’s news depart- 
ment, with a tradition of objectivity 
in its approach, become mediator in a 
vital problem in a town’s human re- 
lations? Ralph Renick, news director 
of wtvJ, who, in fact, says he runs his 
news operation like the city room of 
a newspaper, showed how it’s done. 


Gripping as News 

He reeled off a half-hour kinnie that 
was gripping as a news feature as well 
as a poignant bit of public service. 
Newsman Renick probably had in 
mind exciting film when he took a 
camera crew to Delray Beach, a popu- 
lar resort town of 34,000 about 50 
miles north of Miami. Negroes and 
whites had been having flare-ups on 
the beach. 

Increasing tourist trade had forced 
the Negroes off the town’s desirable 
stretches of sand. Besides the beach, 
the whites had a swimming pool of 
their own. If they could not have a de- 
cent slice of beach front, the 40 per 
cent Negro population at least wanted 
a swimming pool of its own. 

Both races were vindictive, says Mr. 
Renick. The whites had prepared an 
exclusion resolution that would cut the 
Negro section out of the town limits. 

Mr. Renick’s ingenuity carried him 
a long way beyond riot pictures. On 
his own initiative he approached both 
factions separately. He got them to 
agree to go on camera in an attempt to 
discuss the crisis and possibly break 


the stalemate. 

At the prescribed time, Negro and 
white leaders of the town were faced 
off across a conference table. WTvJ’s 
news and sound cameras were ready to 
roll. 

Three hours later the bitter crisis 
was on its way out and sound reason 
was on its way back in. The exclusion 
resolution had been dropped. A Negro 
pool would be built. Lawyers came in 
to draw up the papers. A special meet: 
ing of the town’s commission would 
be held the next day. 

Four months later the citizens of 
Delray Beach voted approval of the 
Negro pool. 

Mr. Renick edited the conference 
film down, led it with still shots of 
trouble on the beach and some footage 
on the city council in action before 
mediation. 





Ae a ee 


WBC’s Swartley and McGannon with attorney Joseph Welch (I to r.). 


But, even then, his job wasn’t quite 
through. He made 10 more trips back 
to the town, more as a respected con- 
sultant than as a newsman. 

On tv, the meeting wound up with 
spoken thanks to a “profit-making or- 
ganization” for sending in a team to 
solve in one night a stalemate situation 
of 45 days. 

Strange to some, perhaps, that this 
was a problem in segregation rather 
than desegregation. Mr. Renick likes to 
think of it as a problem in human re- 
lations. The whole show. he figures, 
cost the station $300. 

Lewis Freedman, producer of Cam- 
era 3, works in quite a different way. 
His wcss-tv New York show is strictly 
local but is carried on the CBS-TV net- 
work. 

Mr. Freedman showed two kinnies 
(Continued on page 134) 
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Apple picking 
and the weather 


(a parable for salesmen) 














parable, they say, is written by 
taking hard, complicated prob- 
lems and putting them in terms of 
easy, ordinary things. Like calling your 
local market area an orchard and re- 
ferring to the merchants with whom 
you intend to do business as apple 
trees. Thus, if you are a television 
salesman, the advertising dollars you 
are after are the apples; you are the 
apple pickers hired by the tv station 
to harvest the apples. Your boss is 
the Apple-Picking Manager, and your 
problem is to keep him happy by bring- 
ing in lots of apples. See how simple 
a parable can make everything? 
When you first start apple picking, 
the Apple-Picking Manager (affection- 
ately known as the APM) will give you 
a lot of guff about how he wants a 
close watch kept on every tree in the 
orchard. He will tell you that the way 
to harvest apples is to get yourself a 
ladder, go around laboriously from 
tree to tree, climb up and look closely 
to see if the apples are ripe and pick 
the ones that are. 


Back-Patting Job 

But you are a smart operator, and 
certain basic concepts will occur to you 
immediately, if not sooner. After all, 
you chose selling (apple picking, | 
mean) because it is a street-walking, 
automobile-riding, story-telling, back- 
patting sort of job while the APM is 
in town—and a feet-on-the-desk, story- 
telling, telephoning sort of job when 
he goes out of town to see if he can 
ship in any apples from New York or 
Chicago. And you chose television be- 
cause of its prestige and glamour and 
the fabulous amount of money you 
will make because everybody with any 
sense at all wants to advertise his 
merchandise on television. Your only 
problem will be to prevent the draft 
from the transom through which the 








money blows giving you a cold in the 
back of the neck. 

Sometimes this standing-under-the- 
transom method won’t work, and 
maybe you will begin to worry a little 
bit. It’s at that point that I want to 
inject this very valuable little parable 
because, if you’re not careful, this 
mood may get the best of you, and 
you may turn into a drudge—tosing 
all that glamour and prestige associated 
with the apple-orchard business. Above 
all things, don’t ask the APM for 
advice, because he will tell you that 
the ladder method is best in the long 
run and, furthermore, he is damn sick 
and tired of seeing all those apples 
hanging around unpicked. Just keep 
calm and heed my advice. 

Now, you know very well that we 
live in a variable climate and the wind 
blows this way and that. When a good 
fresh wind blows through the orchard, 
many of the apple trees—especially 
the big ones—drop their apples of 
their own accord. If you are a smart 
man, you will be under there with a 
basket. Then you can march into the 
office and say, “Lookee here! See 
what an intelligent, hard-working apple 
picker I am!” The APM, and even the 
Big Boss (BB), will pat you on the 
head. 


Test for Wind 


However, I warn you that if this 
doesn’t happen pretty often, the APM 
will keep on worrying about all those 
other apples hanging around on the 
lesser trees, and he will surely mention 
it to you in private conversation and 
also in front of God and everybody 
at the Saturday-morning apple-pick- 
ing meetings. So you had best keep 
your finger wet and your eye on the 
wind-sock and find yourself a first- 
rate weather prophet so that you may 


know just when those big winds are 
going to blow and can be standing 
under the right tree at the right time 
with the right basket. Then, when the 
Apple-Picking Manager asks you why 
you haven’t been near this or that 
piddling little tree, you can say, “Re- 
tain a grip on your horses, old man. 
Tomorrow (or the day after, as the 
case may be) I will bring you the big- 
gest load of apples you ever saw. Just 
don’t bother me. Can’t you see I’m 
polishing my basket?” Even if the 
situation gets pretty bad, you can 
stand it for a few days until the wind 
blows—then you will get patted on 
the head again and everything will be 
jake. 

You must be prepared for non- 
windy spells, too, such as right after 
Christmas and during the heat of the 
summer. Besides giving you hell about 
the apples on the measly little trees, 
the APM will also pry into your per- 
sonal affairs and ask you to tell him 
which ones you have climbed and 
which ones you have not climbed to 
see if the apples are ripe. Imagine, he 
not only wants you to spend your days 
on a hot ladder picking little dabs of 
apples (he won’t wait until next month, 
when there will be a big wind and you 
can bring them in by the bushel), but 
also to waste your valuable time mak- 
ing out reports. 

Sometimes these unwindy seasons 
are so long that you may be in danger 
of getting fired—so you had better 
have an ace-in-the-hole, namely tree 
shaking. Just as the wind will knock 
down goodly bunches of apples, so a 
hearty shake may bring down enough 
ripe ones to make up a respectable 
basket. This is, of course, a little be- 
neath your dignity and not in keeping 
with the glamour of the business, but 
still a hundred times better than carry- 


ing a ladder around and climbing up 
all the little trees. It may also postpone 
all those impertinent questions about 
have you called on such-and-such a 
tree lately and why not. 

Of course, if your weather prophet 
is unreliable, and if your well-groomed 
hands are too delicate for tree shak- 
ing, you will have to go to work. But, 
being a smart operator, you will be 
appalled at this idea 
you will get fired. 


and one fine day 


New Apple Picker 


Then you can walk hither and yon 
through the streets of the city, meeting 
various and sundry of your friends, 
and say unto them, “Look what a dirty 
trick has been played on me. Here, | 
have given of my youth and have 
brought many and large baskets of 
apples into the barn from the trees as- 
signed to me, and now I am walking 
the streets. Some other slob is picking 
apples off the trees I watched so closely, 
and the tv station is getting rich off 
the accounts with which I did provide 
it. In short, TO HELL WITH TELE- 
VISION!” 

And the BB and the APM walked 
in the orchard in the cool of the 
evening and heard the little apple 
trees whispering together. They leaned 
closer so that they could hear the 
words, and this is what fell upon their 
ears: “Boy, television must really be 
something. Look at the wads of dough 
so-and-so is spending on tv advertising. 
and look at the wads of dough he is 
garnering into his coffers. How we 
wish we could afford to get rich in that 
manner. But it is not for little trees 
such as the likes of us. Lo and behold, 
their apple-picking don’t 
even give us a tumble. So (all to- 
gether, now), TO HELL WITH TELE- 
VISION!” 


salesmen 


BY WESLEY M. MANLEY, Administrative Assistant, wrrF-tv, Wheeling, W. Va. 














Etv cuts its teeth 


Educator's casual programs 


are channeled to special groups 


rather than the masses 


BY HARLAND MANCHESTER 


new kind of television is now 

being seen by millions of viewers 
in 22 favored communities throughout 
the United States. They call it “educa- 
tional television” or “etv,” but it is 
not as grim as it sounds. “Commun- 
ity tv” or “minority tv” come closer 
to stating its real function. 

These stations do not try to com- 
pete with the colossal, star-studded 
network productions. With limited 
funds and often with volunteer talent, 
they present informative and refresh- 
ingly casual programs which interest 
special groups in their areas. If a few 
thousand people want to study French, 
or learn something about Michel- 
angelo, Frank Lloyd Wright, nuclear 
fission or fly-casting, the station calls 
in the best authorities and puts on a 
show. Many of the country’s most able 
teachers, scientists, artists and musi- 
cians who have no taste for commer- 
cial strait-jackets are happy to serve 
their neighbors over the less formal 
etv. 

None of these 22 stations is more 
than four years old. They all still have 





growing pains, but at their best they 
offer adult, civilized tv fare which com- 
mercial stations, geared to mass en- 
tertainment, do not always provide. 
Eight more of these stations are under 
construction, and some 30 other com- 
munities are in the middle of publicity 
and fund-raising campaigns to launch 
them. You, too, can have “minority 
tv,” but you will have to work for it. 


One of the leading etv stations, 
WGBH-TV Boston, has in two years won 
a loyal audience in an area containing 
1.5 million receivers. With the coop- 
eration of the Lowell Institute, the Bos- 
ton Museum of Fine Arts, the Boston 
Museum of Science and the famed 
Boston Symphony Orchestra, this sta- 
tion broadcasts a rich variety of local 
programs in art, science, literature, 
languages and music—fields for which 
the commercial stations in the area 
have limited time. In the Museum of 
Fine Arts, the only large museum in 
the world completely wired for tv, no 
exhibit is more than 150 feet from a 
tv outlet, and four art shows a week, 
including 


lessons in drawing. are 


given by experts. The station’s “talent 
pool” on the staffs of member institu- 
tions totals some 7,500 teachers, mu- 
sicians and artists. 

Four evenings a week at 6 p.m. a 
chorus of French phrases resounds 
through Greater Boston as sets tune in 
on French Through Television. This 
ingenious first-year French course 
shows objects and situations in sim- 
ple line pictures while the teacher 
speaks the appropriate French sent- 
ence, which can also be read on the 
screen. Two chic Parisiennes liven up 
the class with French songs. Similar 
methods used by the armed services in 
teaching languages have been remark- 
ably successful. The exact size of this 
tv class is not known, but when the sia- 
tion recommended a textbook to sup- 
plement it, bookstores sold 20,000 
copies. Now Spanish has been added 
to the curriculum. 

WGBH-TV is raising its own tv stars 
whose faces are as well known in Bos- 
ton as those of network celebrities. 
Mary Lela Grimes, a pretty girl whose 
husband teaches at M.I.T.. does a 


lively nature show called Discovery, 
in which she uses live animals. Once 
she refrigerated a hamster and broad- 
cast its heartbeat to show how animal 
functions slow down during hiberna- 
tion. For another program she timed a 
cocoon so accurately that the bedrag- 
gled moth emerged before the ty 
camera on schedule. 

Wishing to show the birth of a 
mammal, she and Dr. Donald Griffin, 
Harvard zoologist, climbed the belfry 
of a Cape Cod church, bagged some 
pregnant bats and made a movie of 
an accouchement for her program. 
Discovery is now filmed and is a hit 
throughout the etv circuit. 

Music on WGBH-TV runs the gamut 
from concerts by the Boston Sym- 
phony Orchestra and programs from 
the New England Conservatory of 
Music to a weekly show, Jazz Music, 
given by Rev. Norman J. O’Connor, 
a hepcat Catholic priest, who lures 
such virtuosos as Dizzy Gillespie to 
the studio. Scientists from Harvard 
and M.I.T. come for interviews with 


(Continued on page 62) 


Mrs. Raymond R. Blaige keeps house and studies toward her college .degree 














Etv (Continued from page 61) 


Volta Torrey, a leading science jour- 
nalist, and explain to the layman such 
complex matters as automation, nu- 
clear fission and space satellites. The 
Ends of the Earth, a scientific-adven- 
ture series with film shots of polar ex- 
peditions, was emceed by Rev. Daniel 
Linehan of Boston 
seismologist. 


College, noted 

Some outstanding college courses 
appear over WGBH-TV. Prof. Edwin G. 
Boring of Harvard gives a tv adapta- 
tion of his famous “Psychology I”; the 
late Prof. Zechariah Chafee Jr. pre- 
sented his Harvard course, “The Con- 
stitution and Human Rights,” and 
Prof. J. O. Brew of Harvard lectures 
on the arts and crafts of primitive 
man. 

Like England’s highbrow Third 
Program, the Boston station is some- 
times ribbed for this scholarly fare. 
The Boston Herald cartoonist, Francis 
Dahl, drew a sketch of a relaxed hus- 
band watching a tv comedy program. 
When a proper Bostonian rings the 
doorbell, his wife whispers: “Quick! 





and white and color 
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WGBH-TV Boston presents many cul- 


tural programs originating from the 
city’s schools and museums. Adventure 
in Art, from the Museum of Fine Arts, 
features various museum staff mem- 


bers including Ellen Bonsall. 


Put on your shoes and turn to Chan- 
nel 2!” Such comments do not disturb 
WGBH-TV’s general manager, Parker 
Wheatley. “Maybe no more than one 
or two sets out of a hundred tune in 
on these programs,” he says, “but we 
are under no pressure to maintain 
ratings, and it is our business to serve 





@ Complete Lab Service 
@ 35mm and 16 mm black 


GUFFANTI 


means QUALITY 


film processors for over 25 years 


@ Highly-trained Techni- 
cians 


@ Specialized Service 


“The Most Progressive Independent Laboratories’’ 


GUFFANTI Film Laboratories, Inc. 
630 Ninth Ave., New York 


minorities who want something differ- 
ent. We don’t try to force culture on 
anyone, but if we can take a course 
from the classroom and pull an audi- 
ence that would fill the Stadium, we 
rate it as a great success.” 

While the Boston station is in some 
ways a cultural heir of the old Chau- 
tauqua programs which slaked 
grandparents’ thirst for knowledge, 
etv stations in other cities depend on 


our 


the wider support from many groups 
and build their programs accordingly. 
One such is wQep Pittsburgh, which 
local people say “belongs to everybody 
and is owned by nobody.” From its 
studios in a remodeled mansion near 
the University of Pittsburgh comes 
something for everyone. One popular 
program, Attorney at Law, given by 
the Allegheny County Bar Association, 
presents courtroom dramas based on 
actual cases, to teach people about 
their legal rights and privileges. Pitts- 
burgh lawyers and judges, aided by 
local thespians, “try” cases involving 
damage suits, loan sharks, landlord- 
tenant relations, freedom of speech 
and family altercations. 


Other Subjects 


In other programs school, housing, 
child care and teen-age problems are 
discussed by experts. Robert Frost has 
read his poems over WQED, and Nobel 
Prize winner Dr. Harold Urey has 
talked about science. Modern dancer 
Martha Graham has been shown in a 
filmed series, and teachers from local 
faculties conduct programs on books, 
art and music. Films of local high- 
school basketball and football games 
are also shown, and every fall wQep 
moves to the Allegheny County Fair 
for four days and telecasts a complete 
coverage of all events. 

Viewers are enrolling in great num- 
bers in the etv home courses. It has 
been roughly estimated that close to 
40 million Americans engage in some 
form of adult education during each 
year. On this potential audience the 
etv stations are training their sights. 
In Pittsburgh’s Adult School of the 
Air, high-school courses are telecast, 
and for a fee the student’s 
papers are corrected and he may take 
final exams for credit. Last year 80 
students, several of whom were serv- 


small 


ing time behind prison bars, won 


(Continued on page 78) 
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The “new” 


WDAU-TV On April 1st, WGBI-TV, Scranton, became the new WDAU-TV, 
makes “ONE MARKET” Channel 22, an affiliate of WCAU-TV, Philadelphia. 





of SCRANTON... Everything’s new on the new WDAU-TV! 


WILKES-BARRE and ® NEW! Power upped to one million watts. 


® NEW! Doubled antenna height...the highest in the area. 


the 92 communities @ NEW! Transmitting equipment is the latest 
advancement in the field of electronic transmission, 

of NORTHEAST increasing power nearly sixfold. 

PENNSYLVANIA @ NEW! Doubled coverage area...reaching 1% million 

people in 19 counties. 


@ NEW! Sharper, brighter, consistently clearer picture, 
over the entire area. 


In the past, WGBI-TV surpassed all competition in Scranton and Wilkes-Barre, both day and night. Now, 
the advantages of WDAU-TV’s new facilities plus the seasoned skills of WCAU-TV, guarantee the LARGEST 
AUDIENCE IN THE AREA AT THE LOWEST COST! Phone H-R TELEVISION for the complete story! 


w/D|A|U BTV CBS Television Network in Northeast Pennsylvania 


Scranton 
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Advertisement 


T.V. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Unusual and bold, this 20-second spot uses only the product itself to hold interest! 
NABISCO’S Deluxe Assortment of Cookies is arranged in a striking abstract pattern. 
Through the third dimensional artistry of stop motion, the pattern changes as the 
cookies revolve to show clearly their shape and variety. Produced by Sarra for the 
National Biscuit Co. through McCann-Erickson, Inc. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Sarra shows how television commercials for pharmaceutical products can be kept 
lively and interesting in this series of one minute and 20-second spots for MUSTER- 
OLE. Full orchestral accompaniment, jingle, and different stylized animation treat- 
ment are used in each spot. Believable live action sequences added to the animation 
show the soothing “baked heat comfort” MUSTEROLE brings, as well as emphasize the 
availability of the product in strengths. Produced by Sarra for Plough, Inc. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Here’s something new! Pancake batter that’s made in a shaker. To dramatically 
illustrate the ease of mixing AUNT JEMIMA Pancake Flours, a stylized animated 
shaker character, “Cindy Shaker” is combined right in the live action scenes to tell 
the story and show how simple it is to mix the AUNT JEMIMA Pancake Flour, Wesson 
Oil, egg and milk. Appetizing pancake shots with “Cindy” singing a catchy jingle, 
“In Just Ten Shakes” wraps up the spot in a truly rememberable fashion. This 
series of one-minute TV spots was produced by Sarra for the Quaker Oats Co. 
through J. Walter Thompson Co. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Are you carefully policing your television prints? You should! By all means check 
the quality of the prints that are being televised. Long, continuous use of one print 
is bound to result in picking up dirt and scratches and thus lessen the effectiveness 
of your sales message. A single scratch can ruin your investment of thousands. So, 
protect your TV commercial investment at a small cost by replacing damaged prints 
the television stations might be using, and thus maintain the highest possible 
viewer acceptance. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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ROUNDUP OF NEWS 


On Film 





Producers. Distributors 


WINIK-I.B.C. AGREEMENT 

Winik Films Corp. in New York 
made a two-year agreement with the 
International Boxing Club for the ex- 
clusive production and distribution of 
all I. B. C. fight films for tv. The 
films will be syndicated under the name 
of Famous Fights. There are 52 quar- 
ter-hour or 26 half-hour shows in the 
current series distributed by Winik. 
The company expects to have 52 addi- 
tional episodes for the coming fall. 
These will include all the champion- 
ship bouts of the last seven years, many 
of which were not televised except on 
closed circuit. 


RERUN SALES UP 

The Economee Tv Division of Ziv 
Television Programs, Inc., which han- 
dies sabes of reruns, is now selling 47 
per cent more films than it did in the 
first quarter of last year, according to 
Pierre Weis, general manager. Recent 
sales were made to WTVN Columbus, 
O., wraa-Tv Dallas, KLz-tv Denver, 
CKLW-TV  Detroit-Windsor, WTAR-TV 
Norfolk, KTvx Tulsa, witv Miami, 
KAKE-TV Wichita, WHTN-Tv Hunting- 
ton, W. Va., wBRE-Tvy Wilkes-Barre, 
w-Two Bangor, wcax-Tv Burlington 
and KTXL-Tv San Angelo. Four sales- 
men have recently been added to Econ- 
omee’s sales staff, bringing the total to 
15. The additions are Leon Bernard, 
formerly midwestern division sales 
manager of Television Programs of 
America; John Alicoate, one-time sales 
manager of Guild Films; John Higgins, 
most recently sales manager of KRBC- 
TV Abilene, and veteran agency man 
Leonard Kay. 


LATEST AAP SALES 

A list of the latest sales made by 
Associated Artists Productions Corp. 
shows that its Movieland Features has 
been sold to KLIX-Tv Twin Falls and 
KVTV Salt Lake City; Popeye Cartoons 
to KFDA-TV Amarillo, wcyB-Tv Bristol. 
Va., weTa-Tv Ft. Wayne. wrea Jack- 


sonville, KOLN-Tv Lincoln, wtvT 
Tampa and KAKE-Tv Wichita. AAP’s 
Warner Bros. Cartoons are set for 
wsaz-Tv Huntington, wrca-Tv Jack- 
sonville, wcco-Tv Minneapolis, WEAR- 
TV Pensacola and KAKE-Tv Wichita; 
and Warner Bros. Features for KHVH- 
Tv Honolulu, wtmj-tv Milwaukee, 
wrca-Tv New York, WEAR-TV Pensacola 
and KOOL-TV Phoenix. 


PACKAGES SOLD BY NTA 

National Telefilm Associates, Inc., 
made the following sales of four of its 
packages. Its half-hour series, Sheriff 
of Cochise, was sold to WDAM-Tv Hat- 
tiesburg, WLBT Jackson, Miss., wToc- 
TV Savannah and Kwrx-tv Waco. The 
company’s Rocket 86 feature package 
was sold recently to wwtv Cadillac, 
KTWo-Tv Casper and wWKBT La Crosse. 
Another feature package, TNT, was 
sold to KALB-Tv Alexandria, KPLC-TV 
Lake Charles, wLEX-Tv Lexington and 
weny-Tv Watertown. And the 20th 
Century-Fox package of 52 features 
was sold to KALB-TV Alexandria, KPLC- 
tv Lake Charles, wLEX-Tv Lexington, 
KOLN-TV Lincoln and wcny-Tv Water- 
town. 


INS LIBRARY 

WFIL-Tv Philadelphia and WOAI-TV 
San Antonio bought 
News Service’s Library and 35mm 
Daily Transparency news photos. The 
company also sold the 35mm Daily 
Baghdad TV in 


International 


Transparency to 


Baghdad, Iraq, as well as its Telenews 
Daily Newsfilm to cuct-tv, Calgary, 
Canada, and This Week in Sports to 
KUAM-TV Agana, Guam. 





Lizabeth Scott and Dan Duryea kiss 
and make up in an Atlantic Champion 
feature. 





Joan Crawford and Sydney Greenstreet 
in a scene from an AAP feature, 
Flamingo Road. 


NEW SCREEN GEMS DIVISION 
Screen Gems, Inc., has set up a new 
sales division, specializing in the dis- 
tribution of first-run feature packages 
in a lower price category. George 
Gilbert is the first 


company assigned to sell these “B” 


salesman in the 


pictures. 


AWARD ALL-COLOR SALE 
Award Television Corp. sold its first 
color film of The Jimmy Demaret 71 
Golf Show to Williams Oil-O-Matic 
Co., The 


sponsoring the 15-minute 


of Rochester. company is 
colorcast 
every Wednesday for 13 weeks over 


WVET Rochester. 


STERLING SALES 

Sterling Tv Co., Inc., reports that 
its series called American Wit and 
Humor has been sold to wrtw Chicago 
and Bowling Time to wcyB-Tv Bristol, 
Va., WTOK-Tv Meridian and wITN 
Washington, N. C. Other Sterling prop- 
erties sold recently include: Features to 
wWKAR-TV East Lansing and WT®K-TV 
Meridian; 
wspp-Tv Toledo; King’s Crossroads to 
wspp-Tv Toledo and wktv Utica; Lit- 
tle Theatre to wspp-Tv Toledo; Miscel- 
laneous Shorts to wsppv-Tv Toledo, and 
Movie Museum to KHSL-TV Chico, 
KLRJ-TV Las Vegas, KXLY-TV Spokane, 
WWLP-Tv Springfield, Mass., and 
wspp-Tv Toledo. 


Invitation Playhouse to 


EMERSON BUYS BAGNALL FILM 
Emerson Drug Co. bought Search 
for Adventure, a film property of 
George Bagnall & Associates, Inc., and 
will be running it on wstv Charlotte, 
N. C., and wrMy-tv Greensboro, N. C. 
The Trust Co. of Georgia purchased 
the same series for showing on WSB-TV 
(Continued on page 68) 
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the kids are 
eating their spinach 


again 





Spinach rates high with the kids when Popeye’s back 
in town. So does Popeye himself. In 21 cities across 
the country—all markets rated thus far by aRB— 
Popeye cartoon programs earned a resounding 
rating of 16.2 on a weekly average, regardless of 
station, time-period or competition. 


Here are the actual figures: WBZ-TV, Boston, 20.7; 
WBEN-TV, Buffalo, 14.4; WBBM-TV, Chicago, 14.0; 
WBNS-TV, Columbus, 13.9; KBTV, Denver, 23.3; 
WDSM-TV, Duluth-Superior, 25.2; KTLA, Los Angeles, 
12.0; WTVJ, Miami, 15.9; WPIX, New York, 14.9; 
KPHO-TV, Phoenix, 16.6; WCSH-TV, Portland, Me., 15.2; 
WPRO-TV, Providence, 19.5; KCRA-TV, Sacramento, 
10.7: KUTV, Salt Lake City, 14.2; KFSD-TV, 
San Diego, 15.5; KRON-TV, San Francisco, 10.6; 
WSBT-TV, South Bend, 14.9; KREM-TV, Spokane, 
18.7; KTVX, Tulsa, 14.9; KFDX-TV, Wichita 
Falls, 13.6; WFMJ-TV, Youngstown, 20.0. 


ge 
0046606680966 008 


So—never mind the spinach sales. 

To snare audience and advertiser alike, 
let Popeye make a muscle in your area. 
For details, write or phone 


Ci .€1.p.~ 





345 Madison Ave., 
New York City, MUrray Hill 6-2323 

CHICAGO: 75 E. Wacker Dr., DEarborn 2-4040 
DALLAS: /5// Bryan St., Riverside 7-8553 


LOS ANGELES: 9//0 Sunset Blvd., CRestview 6-5886 

















6& 


» 
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Film 


Atlanta. The series will also play on 
KOOK-TV Billings, and it was renewed 
on KBES-Tv Medford, Kcco-tv Sacra- 
mento and KENS-TV San Antonio. An- 
other Bagnall series, Ringside with the 
Rasslers, was sold to WNBF-TV Bing- 
hamton, wJACc-Tv Johnstown, WATV 
New York and wrcs-tv Schenectady. 
The cartoon series, Crusader Rabbit, 
was sold to WBAL-TV Baltimore, WINK- 
Tv Ft. Myers, WCKT-Tv Miami, WorR-TV 
New York, wpsBo-tv Orlando and 
wsun-Tv St. Petersburg. 


(Continued from page 65) 


Station KTvR Denver just bought 
Gangbusters, the half-hour film series 
distributed by RKO Television, divi- 
sion of RKO Teleradio Pictures, Inc. 
KRNT-TV Des Moines bought the firm’s 
Uncommon Valor series, and CBS 
Television bought 104 half-hours of 
Schlitz Playhouse of Stars for network 
showing. The RKO package, 28 Fea- 
tures, was sold to woc-tv Davenport, 
WARD-TV Johnstown, KTXL-Tv San An- 
gelo, wrwv Tupelo, wsBa-Tv York and 
WKBN-TV Youngstown. The firm’s 17 
Features to KFRE-TV Fresno, KTXL-TV 
San Angelo, wrwv Tupelo, WSBA-TV 
York and WKBN-TvV Youngstown. 


SCREEN GEMS PACKAGE SOLD 

Screen Gems, Inc., sold Hollywood 
Premiere Parade, its newest feature- 
film package consisting of 39 features 
from the Columbia Pictures library, in 
12 markets in its first week of avail- 
ability. The first sale was made to 
waBc-Tv New York, which started the 
films in a late-night time slot on April 
1. The 11 other stations which bought 
the series are: KBAK-TV Bakersfield, 
wtvn-Tv Columbus, O., wtic-Tv Hart- 
ford, KONA Hawaii, wREC-Tv Memphis, 
wsM-Tv Nashville, WEEK-TV Peoria, 
KTVK Phoenix, KCRA-TV Sacramento, 
KSL-Tv Salt Lake City and KRON-Tv San 
Francisco. 


ATLANTIC TELEVISION 

Atlantic Television Corp. sold its 
Champion package of features to 
WKJG-TV Ft. Wayne, wsM-Tv Nashville, 
WRAL-TV Raleigh, WHYN-TV Spring- 
field, Mass., WFLA-TV 
WMAL-Tv Washington. 


Tampa and 
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RECENT INTERSTATE SALES 
Interstate Tv Corp. reports the fol- 
lowing recent sales of eight of its 
properties. Action Adventure Westerns 
was sold to KPRC-TV Houston, KARK-TV 
Little Rock, wetv Palm Beach, Fla., 
KTXL-TV San Angelo, KTTs-Tv Spring- 
field, Mo. and wetv Tallahassee. Ad- 
venture Album was sold to wBTv Char- 
lotte. Little Rascals to wetv Charlotte, 
wrsc-Tv Greenville, S. C., KGLO-TV 
Mason City, KHQA-TV Quincy, KCRA-TV 


Film Commercial Sales 


AMERICAN FILM PRODUCERS 


Completed: Uddo & Taormina Co. (Pro- 
gresso Food products), Carlo Vinti. 

In Production: Esso Standard Oil Co. 
(“Your Esso Reporter” program opening, 
Esso Golden Playhouse promotional spot), 
McCann-Erickson. 


FILM CREATIONS 


Completed: Revlon Products Corp. (Aqua- 
marine), Mogul; Whitehall Pharmacal Co. 
(Anacin), Bates; Johnson & Johnson (Liqui- 
prin), Frohlich; American Oil Co. (Amoco 
gas), Katz. 

In Production: Revlon Products Corp. (Sili- 
care), Dowd, Redfield & Johnstone; Revlon 
Products Corp. (Top Brass), Mogul; Amer- 
ican Oil Co. (Pan American oil), Katz. 


GRAY & O’REILLY 


Completed: The Nestle Co., Inc. (Nescafe), 
Houston; Block Drug Co. (Greenmint), 
SSC&B; Cities Service Co. (gasoline), El- 
lington; General Electric Co. (skillets), 
Y&R; Birds Eye division of General Foods 
Corp. (frozen meats), Y&R. 


KEITZ & HERNDON 


Completed: The O. A. Sutton Corp. (Vor- 
nado air conditioners), Lago & Whitehead; 
Dr. Pepper Co. (soft drink), direct; Derby 
Refining Oil Co. (oil & gasoline), McCor- 
mick-Armstrong; Lene Star Brewing Co. 
(beer), Glenn. 


In Production: Colvert Dairy Products, Inc. 
(milk), Lowe, Runkle; Deep Rock Oil Corp. 
(gasoline), Lowe, Runkle; First National 
Bank (banking service), Rogers & Smith. 


KLING FILM PRODUCTIONS 


Completed: Pabst Brewing Co. (beer), Bur- 
nett; Paper-Mate Co., Inc. (pens), FC&B; 
James S. Kemper & Co. (insurance), John 
W. Shaw; Kraft Foods Co. (Vita-Wheat), 
NL&B; Wilson & Co. (Bif), NL&B; Carling 
Brewing Co. (Black Label beer), Lang, 
Fisher & Stashower; Battle Creek Foods 
(Surprize), Norman-Navan; Pure Oil Co. 
(gasoline), Burnett; Perma-Starch, Inc. 
(starch), Gordon Best; Charles Pfizer & Co., 
Inc. (Teramycin), Burnett. 

In Production: Standard Oil Co. of Indiana 
(Permalube, gasoline), D’Arcy; The Patter- 
son-Sargent Co. (BPS paint), D’Arcy; Bub 
Brewing Co. (beer), Kerker, Peterson, Hix- 
son & Hayes; Whirlpool-Seeger Corp. (RCA 
Whirlpool) , K&E; Wilson & Co., Inc. (ham), 
NL&B; Kraft Foods Co. (Vita-Wheat), 
NL&B; The Quaker Oats Co. (Aunt Jemima 
Corn Bread, Jemima coffee cake), John W. 
Shaw; Horlicks Corp. (malted milk), John 
W. Shaw; The D. L. Clark Co. (Clark’s 


Sacramento, KENS-Tv San Antonio, 
KGO-TV San Francisco and KWTX-TV 
Waco. Public Defender to KARK-TV 
Little Rock, wiac-tv Nashville and 
KLOR-TV Portland, Ore. Royal Play- 
house was sold to KBsT-Tv Big Springs 
and KcBD-Tv Lubbock. Jimmy Wakely 
Westerns to KPRC-TV Houston, KTXL- 
Tv San Angelo and kTTs-Tv Spring- 
field, Mo. 7 Features to WDAF-TV Kan- 
sas City. 30 Features to WFMY-TV 
Greensboro, N. C., and KTTS-TV 


Springfield, Mo. 


candies) , Grant; Goebel Brewing Co. (beer) , 
Campbell-Ewald. 


JAMES A. LOVE PRODUCTIONS 


Completed: Vick Chemical Co. (Vaporub). 
Morse; Westinghouse Electric Corp. (school- 
room lighting, industrial heating, glacier), 
McCann-Erickson; Scott & Sons (electric 
mower), direct. 

In Production: Westinghouse Electric Corp. 
(micarter, portable mixer, mixer mates, fry 
pan, miro-wave pipe line, tail turrets), Mc- 
Cann-Erickson; Raytheon Mfg. Co., direct. 


MPO TELEVISION FILMS INC. 


Completed: Colgate-Palmolive Co. (Vel), 
Lennen & Newell; Shulton, Inc. (Old Spice), 
K&E;Lever Bros. Co. (Easy Win contest). 
JWT; Corn Products Sales Co. (NuSoft). 
McCann-Erickson; Gillette Safety Razor 
Co., Div. The Gillette Co. (razor), Maxon: 
Revlon Products Corp. (Clean & Clear 
Moondrop), LaRoche; Dan River Mills, Inc. 
(Wrinkle Shed Dri-Don), Grey. 

In Production: Procter & Gamble Co. 
(Tide), B&B; General Foods Corp. (Post 
cereals), B&B; Carter Products, Inc. 
(Arrid), Bates; Jacob Schmidt Brewing Co. 
(beer), Lefton; Carter Products, Inc. (Colo- 
naid), Kastor, Farrell’; Jules Montenier, Inc. 
(Stopette) , Earle Ludgin; Noxzema Chemical 
Co. (Noxzema), SSC&B; General Cigar Co. 
(White Owl), Y&R; Pond’s Extract Co. 
(toilet preparations), JWT; Schick, Inc. 
(electric shaver), Warwick & Legler. 


MAC LEE INC. 


Completed: Utah Oil Refining Co. (Perma- 
lube motor oil), Gillham; American Savings 
& Loan Association, Ross Jurney; Blue Cross, 
Blue Shield, Ross Jurney; Fisher Brewing 
Co. (beer), Gillham; First Security Bank. 
Gillham, Stauffer Plan, direct; Capitol Chev- 
rolet Co. (Chevrolet cars), Ress Jurney. 


PLAYHOUSE PICTURES 


Completed: Northern Pacific Railroad- 
BBDO; Ford Motor Co. (Two-Ford Family 
“Ford Theater”), JWT; San Francisco Brew- 
ing Corp. (Burgermeister beer), BBDO; 
Joseph Schlitz Brewing Co. (beer), JWT: 
Falstaff Brewing Corp. (beer), D-F-S. 
In Production: U. S. Navy Dept. (U. S. Navy 
recruiting), direct; Ford Motor Co. (Ten- 
nessee Ernie Ford openers—1957 Ford cars), 
JWT; Falstaff Brewing Corp. (beer), D-F-S: 
Pabst Brewing Co. (East Side Old Tap Lager 
beer), Burnett; Socony Mobil Oil Co., Inc- 
(Mobilgas), Compton; Drewry’s Ltd. (beer). 
MacFarland-Aveyard; Richfield Oil Corp. 
(Boron), Hixson & Jorgensen. 

(Continued on page 70) 
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Film 


SOUND MASTERS INC. 


Completed: Royal Typewriter Co., Y&R; 
Revlon Products Corp. (Ideal Revlon dolls), 
Prichett & Plevin Studios; The Borden Co. 
(Grated Parmesan & Romano cheese, cottage 
cheese), Y&R; Diamond Match Co. (Char- 
coal Briquets), Doremus; Chesebrough- 
Ponds, Inc. (Angel Skin lotion & dry skin 
cream), JWT; Plymouth Motor Corp., Div. 
of Chrysler Corp. (Plymouth cars), Ayer; 
Armour & Co. (Dash dog food), Ayer. 

In Production: General Foods Corp. (In- 
stant Sanka coffee), Y&R; Nestle Co., Inc. 
(Quik frosted cocoa, Instant coffee), Mc- 
Cann-Erickson; Diamond Match Co. (Char- 
coal Briquets), Doremus; Plymouth Motor 
Corp., Div. of Chrysler Corp. (Plymouth 
cars) Ayer; General Electric Co. (bulbs), 
BBDO. 


(Continued from page 68) 


TV CARTOON PRODUCTIONS 


Completed: Crocker-Anglo National Bank 
(checking account), Brisacher, Wheeler, div. 
of C&W; Chemicals, Inc. (Vano liquid 
starch), Sidney Garfield. 

In Production: Arden Farms Co. (Fandango 
ice cream), Frederick E. Baker; Snyder’s 
bread, John Wolff; Red’s Tomales, Cappel, 
Pera & Reid; Leslie Salt Co., Honig-Cooper; 
Crocker-Anglo National Bank, Brisacher, 
Wheeler, div. of C&W; Fairfax Bread Co. 
(Skylark bread—Oldsmobile contest), R&R; 
E & B Brewing Co., Inc. (beer), Simons- 
Michelson. 


TV GRAPHICS 
Completed: Nehi Corp. (Royal Crown cola), 


V : 
XESS, 
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Compton; Aluminum Co. of America (water 
heaters), F&S&R; Joh & Joh (Band- 
Aid—Stars & Strips), Y&R. 

In Production: P. Ballantine & Sons (beer), 
Esty; The Borden Company (milk & ice 
cream), Y&R; Nehi Corp. (Nehi beverages), 
pee ms Gunther Brewing Co., Inc. (beer), 


TV SPOTS INC. 


Completed: Aluminum Ltd. Sales, Inc., 
JWT; American Dairy Assn. (evaporated 
milk), Campbell-Mithun; Northern Paper 
Mills, div. of Marathon Corp. (Waxtex sand- 
wich bags), Y&R; General Electric Co. 
(portable tv), Y&R; American Dairy Assn. 
(butter), Campbell-Mithun; Swift & Co. 
(pork sausage, Tender franks, Premium 
bacon), McCann-Erickson; Advertising 
Council, Elliot-Unger-Elliot; Boeing Air- 
plane Co. (airplanes & accessories), Fred- 
erick E. Baker. 

In Production: Bristol-Myers Co. (Sal Hepa- 
tica), Y&R; General Electric Co. (freezer), 
Y&R; American Dairy Assn. (milk), Camp- 
bell-Mithun; D-X Boron, Potts-Woodbury; 
Good Humor Corp. (soft drinks), C&W; 
The Texas Co. (Texaco petroleum products) , 





C&W; Carter Oil Co. (Vitane), McCann- 
Erickson. 

LE ORA THOMPSON 
ASSOCIATES 


Completed: Pacific Telephone & Telegraph 
Co. (Yellow pages), BBDO; Delta Rice Co., 
James Lovick; Kapelklang Co. (Magnite), 
Lee Wenger. 


TRANSFILM INC. 
Completed: Cadillac Motor Car Division, 


ments. 


Filmline Processors Safeguard 
Recorded History At U. N. 


are fully automatic . . . 
consistently produce high quality images. 

Fourteen sensibly priced Reversal and Negative-Positive 
models are available for processing 16mm, 35mm and 
70mm black and white or color 
film. Special machines can be 
designed, or standard models 
adapted to meet specific require- 


For Information On The Complete Line Of 
Filmline Film Processors, Write: 


General Motors Corp. (Cadillac V-8), Mac- 
Manus, John & Adams; P. Lorillard Co. 
(Old Gold cigarettes), Lennen & Newell; 
Colgate Palmolive Co. (Lustre Creme sham- 
poo, Lustre Net liquid hair net), Lennen & 
Newell; E. I. DuPont De Nemours & Co., 
Inc. (DuPont MOA, motor oil additive), 
BBDO; U. S. Rubber Co. (U. S. Koylon 
foam rubber mattress) , Fletcher D. Richards; 
Kasco Mills, Inc. (dog food), Donahue & 
Coe. 


UPA PICTURES INC. 


Completed: Colonial Stores, Inc. 
Tender meats), Liller, Neal & Battle. 


WILDING PICTURE 
PRODUCTIONS INC. 


Completed: Aluminum Co. of America 
(Alcoa aluminum), F&S&R; Pontiac Motor 
Co., division of General Motors Corp. (cars), 
MacManus, John & Adams; Plymouth 
Motor Corp., division of Chrysler Corp. 
(cars), Ayer; The Pure Oil Co. (petroleum 
products), Burnett. 


(Natur- 


Suppliers, Services 


DALLAS FILM INDUSTRIES 


The formation of Dallas Film In- 
dustries, Inc., of Dallas, has been an- 
nounced by Wylie Stufflebeme, chair- 
man of the board and executive vice 
president of the First National Bank 
of Grand Prairie. President of the firm 


(Continued on page 75) 























The first choice of government agencies, TV stations, 
film labs, universities, and industry, Filmline machines 
require no skill to operate, yet 





FILMLINE CORPORATION 
Dept. AA-57 * Milford, Connecticut 








AGAIN FOR THE 4th CONSECUTIVE MONTH 
I-N-D-I-S-P-U-T-A-B-L-Y 
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\J . V ) & RICHMOND, 
VIRGINIA 


NOW BOTH ARB AND PULSE AGREE 









































THE LATEST JAN.-FEB. SURVEYS PROVE IT! 
STATION SHARE OF AUDIENCE SHARE OF AUDIENCE 
WTVR (PULSE) (ARB) 
Mon.-Fri. 6 PM-12 Mid a 3 7 3 6.7 
Rig] ste Fins = 3 5 31 _ 3 
awe) = 27 31.5 











AND WTVR HAS 8 OUT OF THE 15 TOP WEEKLY PROGRAMS 
PLUS 6 OUT OF THE 10 MULTI-WEEKLY PROGRAMS 


DOMINANT IN ieaciep 


MONTHLY, WEEKLY AND DAILY—DAY AND NIGHT 
SEE NIELSEN COVERAGE SURVEY #2 


DOMINATE IN RESULTS 


BY CALLING ANY BLAIR TV OFFICE 
OR Wilbur M. Havens 5-8611 
WTVR—RICHMOND, VA. 
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NBC 
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Age Pat 
Capt. Kangaroo 
8-9 a.m. | 
\ -} a : 9:45 Various | 
etwork Program coeneers 
c } z 10:00 | 
hart Garry, Moore Capt. Kangaroo 
-Thu., 30- artic. 
10:15 10-10:36, Home 9:45-10 Ludens | ‘Howdy Doody rt 
Pri, 10,11;30 10-10:15 Sust aia aids iL 
Key: All times shown are Eastern Standard ¥ Cont’l Baking 
(BST). All programs televised in color are 10:30 ; 
by initial C rr date in lower T 
. minty ante The Gumby 
date, unless otherw . F, Fi 10:45 out Foods Show ine 
Live; P, Participating Sponsorship: Arthur (alt. wks.) Sweets tL. 
Sustaining; Alt., Alternating; LS, Last Colgate (tL) 
Show : us. Muttipie | Sponsorship (sce foot- 11:00 i (F) 
e): - 
FOOTNOTES Wey pies Fury 
ABC—“Mickey Mouse Club” (M.F., 5-6 11:15 Oe ee And You \_ ew 
p.m.); AM-PAR — d Corp., Armour & (sust.) Gen. Foods (St 
Co.. Bristol- Sion Oo The Carnation Co. & w — 
Coca Cola Co., General Mills, Inc., Mattel 
sities Labs., Inc., Minnesota Mining 11:30 } 
Co... 8.0.8. Co., Peter Shoe t 
Co. : Pillsbury Mills. Strike It Truth Or Tales of Texas 
CBS—Arthur Godfrey Time 10:30-45 i: Rich Consequences Rangers Capt. Gallant ‘ 
a.m. Mon.—Standard Brands; Tue.—Mutual 1:45 (L) General Heinz Su 
of Omaha: Wed. —Sherwin Williams Co. ; Colgate oe Weds 
uU. en, Foods. a.m. on.-— 
Standard Brands; Tue.—Norwich Phar- 12:00 —- 
macal; Wed.—Simoniz; Thu.—Scott Paper. - + + 
31-11:15 a.m. Mon. Bristol-Myers; Tue. Valiant Lady Ti 
Kellogg: Wed.—Bristol-Meyers ; u.— (see footnote) ¢ Tac Dough Let’s 
Kellogg. 11:15-30 a.m. Mon.—Bristol- #2:15 Love Of Life (ty Tyne Siery Al 
Tue— Pillsbury; Wed. Bristol- Am. Home, Various Spon. 12-1 bos | Su 
12:30 The Big Top 
Search For 
Tomorrow (Sust) : 
ite P&G it Gut Be You Detective Diary Wild 
fentholatum : Tue.—Best 8; 12:45 The Guiding ne be 
Gen. Mills ; Thu. .—Procter & Gamble; “i. rt > Various Spon. 4 
—Gen. Ss. 
Garry Moore 10:00-15 a.m. Mon.— . 
Campbell: Tue. Hoover Co.; Wed.—Lever 1:00 T 1-00 my 
Thu. Sus. Nestle Alt. Wks.; Fri. Sus:; Netwk. News Lone Ranger 
10:15-30 a.m. Mon. = Bir, & Son, Alt 108 Stand Up (L) F sags 
Wks. Lever ues.— Best is; Wed.— : Gen. 
(Continued on page 80) So Geass (ale willis nee 
. Nestle ri 
MONDAY TUESDAY 
Ww 
6:00 = ces NBC ABC cBs NBC —e ee 
ABC csBs NBC ABC Ci 
6:15 
6:30 
— CBS-TV News 
Ww CBS-TV News ~CBS-TV News CBS-T 
Whitehall . 
7:00 | Whi 
Kukla, Fran Kukla, Fran 
Ollie Gillie ro Kukia, Free | 
7:45 Gorden, Boking — Gorden Baking Gordun, Baking Gordon Baki 
| | A . e e ng 
John Daly ql) CBS-TV News John Daly CBS-TV News —__) ae 
7:30 Gen. Cigar Co. ean i. & Whitehall Gen. , Co lah Daly Daly Whit 
. Robin Hooa py ty ty (t) me 
jobin i 
N P 
18 a | ngs | Spepee sae cise | Moco | Tate | 
—_— 1 - Gen Mills Show oer Of The 
talt. wks.) N Cheyenne Whitehall Howe 1 Gen. Mill 
Wi'aroot Caravan (L) Gen. Electric Kellogg (C-L) Di land - Swift _& Co ar 
8-00 | _ Wire Service (F) ‘Amer. Can (alt. wks.) ey News Caravan . News (F) 
, t (alt-Mon.) Quaker Oats Caravan (L) 
Miller Brewing ar eed 
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Film (Continued from page 70) 


is Joe Graham, who assumes his post 
after resigning as radio producer for 
ABC in New York. 

Mr. Graham said cameras would be- 
gin to roll in May and that “the pro- 
duction schedule calis for a minimum 
of 26 


and two feature films for theatrical re- 


half-hour television programs 


lease during 1957.” 


FOTO-VIDEO MONITOR 
Foto-Video Laboratories, Inc., Little 
Falls, N. J., has announced the pro- 
duction of the new V-9A tv waveform 
monitor for “precise control of tv pic- 
ture content.” Some of the outstanding 
features, as reported by Foto-Video, 
are: four inputs with push-button selec- 


tion and wide sweep expansion for 


viewing equalizing and vertical pulses. 


BARCLAY TO WILDING 

Phillis Barclay, formerly a director 
and vice president in charge of anima- 
tion at Guild Television Services, Lon- 
don, has joined the production staff of 
Wilding 


Chicago. Mrs. Barclay will work closely 


Picture Productions, Ine.. 


with the company’s television division. 


NEW FILM EQUIPMENT 

Animation Equipment Corp., New 
Rochelle, N. Y., has announced that 
a new low-cost line of Oxberry film 
equipment will be introduced to the 
market next month. The first unit of 
the new line to go into production is 
a compact animation stand. The tenta- 
tive price for this and a rotating com- 
pound is $3,500. 


STUDIO LIGHTING 

A new all-electronic control system 
for ty studio lighting is announced by 
Century Lighting, New York. The sys- 
tem also can be used for stage and 
night club lighting. A compact two- 
scene pre-set console provides for pro- 
portional dimming and cross fading 
with finger tip operation, the announce- 
ment states. 


MAGWOOD APPOINTMENT 
The appointment of Howard F. 
Magwood as vice president in charge 
of television pro- 
duction at Sound 
Masters, Ine., 
New York, has 
been announced 
by Francis Carter 
Wood Jr., presi- 
dent. Since 1951, 
Mr. 


was an independ- 


Magwood 
ent producer 
completing assignments for about 39 


major agencies. 


REORGANIZE BEELAND-WOOD 

The reorganization of Beeland-Wood 
Films, Inc., Atlanta, has taken place. 
Mr. Beeland has been named president 
and executive producer and Bernard I. 
Ochs, formerly general sales manager 
of wLw-a Atlanta, is vice president and 
general manager. The firm was orig- 
inally founded in 1935 as Beeland Film 
Producing Co. 


SCHUBERT SALES OFFICES 

The tv film distribution firm of Ber- 
nard L. Schubert, Inc., New York, has 
opened sales offices in Chicago, San 
Francisco and Dallas to facilitate the 
sales, promotional and publicity serv- 
ices of the company. 

The managers and addresses of the 
offices, as Bernard 
Schubert, president, are: John Nilson, 
333 N. Michigan. Ave., Chicago; 
Charles Morin, 75 Casa Way, San 
Francisco, and Ken Rowswell, 9842 


Webb Chapel Rd., Dallas. 


announced by 


ZOUARY BUYS MILES 

The purchase of Miles & Progress 
Film Libraries, New York, for over 30 
years one of the largest independently 
owned library and stock-film services, 
by Maurice H. Zouary, producer-pack- 
ager, has been announced. Documen- 
taries and shorts produced from ‘the 
library will be released shortly for tele- 
vision, Mr. Zouary announced. 

The corporate identity of this firm 
will same and the new 
to produce 

television 


remain the 
Filmvideo, 
release films for 
theatrical distribution 


corporation, 
and 
and 
formed. Mr. Zouary will be president 
and Charles Crupi vice president. 


has_ been 


NOW— 
DO AS LEADING 
TV STATIONS DO 





| CLEAN YOUR FILMS 
WITH 
THE NEW IMPROVED 


Feco + 1500 


| ANTI-STATIC FILM CLEANER 


| Non-Flam oad ble 


NO CARBON TET 


or TRICHLORETHYLENE 
Used by NBC, CBS and many 
others. Better cleaning means 
clearer, brighter projection. 
Eliminates dust attraction 
which causes poor screenings. 
Here’s Why ECCO +1500 
is Better: 
Cleaning properties 
7 better than carbon tet 
Leaves film permanently free 
v of static 


/ Dries faster than carbon tet 


Keeps film pliable, eliminates 
waxing 


¥ Mild, non-irritating odor 


LOW COST—less than 2¢ 
V cleans 400 feet of film 
Equally effective for negative 
7 or prints 


YA Invisible anti-static coating 


In ECCO 1500 you have all the 

cleansing qualities of carbon tet- 

rachloride without the dangers. 

| Add years of life to your film. 
CLEAN and INSPECT FILM 

| im one easy operation with the 


-ECCO SPEEDROL APPLICATOR 


Save time, fluid, labor, money 
Bakelite Construction—lasts a lifetime 


Without obligation, write 
today for illustrated bro- 
chure. Ask your dealer, or 
order direct. 


ELECTRO-CHEMICAL 
PRODUCTS CORP. 
60 Franklin Street @ Est Orange, N. J 


April 8, 1957, Television Age 


75 








“In 5 months, Spot-TV 
so from scratch to 


ONE OF A FULL-PAGE SERIES appearing 
regularly during 1956-1957 in Food Field 
Reporter, Drug Trade News, Automotive 
News, Advertising Age, and the business press 
of the television industry. 





BOB YEAKEL, head of Wilshire Oldsmobile, Los Angeles 
For sales building availabilities on these major-market stations...Call 


WTVR—Richmond WBNS-TV—Columbus WBKB—Chicago 








helped us 
first place,” 


says Bob Yeakel, of Wilshire 
Oldsmobile, who credits 
impact of KTTV, Los Angeles, 
for rocket-rise in volume 


When you say ‘first-place,’ Mr. Yeakel, how 
much territory does that cover? 


The entire nation. In September of 1955, Wil- 
shire Oldsmobile outsold every other Oldsmo- 
bile agency in the U. S. 


And your agency had been going only 5 months? 


We bought-out one of the country’s smaller 
agencies on May 5, 1955. 


Is it true you advertised mainly on Spot-TV? 


That’s right. We did other things, of course. 
Proper handling of newspaper advertising on 
used-car business is always important. But Sta- 
tion KTTV got the big bulk of our advertising 
money—and did the big job in giving a rocket- 
take-off to our sales curve. 


What gave you confidence to do so much ad- 
vertising? 

The July 4 week-end in ’55, when we began to 
make hay in a big way. The 4th fell on Monday 
—so it wasn’t an extra-long week-end. But from 
Friday to Tuesday we sold more than 100 new 
Oldsmobiles and over 60 used cars to boot. 


Did that give you the idea of going after the 
top-spot nationally in September? 


Yes, and also persuaded us to continue our 
talent-hunt show, “Rocket to Stardom.” I under- 
stand KTTV is the only station having an ad- 
vertiser using a ten-hour program every week 
—and that advertiser is Wilshire Oldsmobile. 


When did you start the show? 


On that same week-end. At first it was only 
eight hours—later we expanded to ten hours— 
1 to 11 every Sunday morning. 


How many performers have appeared? 


Over 10,000. After being on our program, 
many have been able to cash-in professionally. 


If you had put as much money into other forms 
of advertising, could Wilshire Oldsmobile have 
shown the same results? 


No, itwouldn’t be humanly possible, in my opin- 
ion. Obviously our sales-performance involves 
a lot of factors. We handle a car that’s sensa- 
tional in itself. Our organization has an unbeat- 
able spirit. But we just wouldn’t be where we 
are today—or anywhere near it—without the tre- 
mendous power of TV, especially KTTV. 


Television's 
First Exclusive 
National 
Representative 


BLAIR-T 
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ALLOCATION PROBLEMS. In the 
very complicated business of unravel- 
ing the allocation tangle, whatever the 
Federal Communications Commission 
does creates additional problems. Of 
course, it was anticipated that dein- 
termixture would be resisted. Nobody 
wants to give up a vhf channel—unless 
he can get a better one instead. So it is 
no surprise that petitions for recon- 
sideration have been coming in, that 
court actions are inevitable, and that 
the fullest rights of due process will be 
exercised. The big question is: can the 
Commission make its decisions stick? 

As this is written, one effort has 
already been made before the Court 
of Appeals of the District of Columbia 
Circuit to stay the action of the Com- 
mission in the Springfield, IIL, case. 
Here, the Commission nullified a con- 
ditional grant for channel 2 and issued 
a temporary authorization to an ultra- 
high station in St. Louis to use the 
channel on an interim basis pending 
the outcome of hearings on expected 
competing applications. As a result, a 
new applicant for the channel imme- 
diately petitioned the court to stay the 
interim authorization. The court heard 
arguments on the request and refused 
to interfere. 


NO REAL TEST CASE. Whether this 
could be called a test case is doubtful, 
however, as the applicant was not a 
party to the deintermixture proceed- 
ings. By this time, a company in Cape 
Girardeau, Mo., which had proposed 
that the channel be shifted to its area, 
has probably gone to the same court 
to preserve the status quo until the 
propriety of the St. Louis move is de- 
termined. If this company, which had 
the legal “standing” to challenge the 
shift, has been turned down also by the 
court, there is a better indication of 
how the Commission will fare in other 
cases in which channel assignments are 
being shifted. 

But these cases involve only those 
channels which have not been in use. 
The real test comes when court action is 
taken to prevent the Commission from 
enforcing its show-cause orders requir- 





Washington Memo 


ing vhf stations on the air to relin- 
quish their channels and accept uhf 
assignments. This could take up to two 
years, as the Commission must first 
grant evidentiary hearings on these 
orders, with the usual procedural de- 
lays attending hearing cases, before 
court appeals are filed. 

There seems to be considerable 
opinion among lawyers that there is 
sufficient legal precedent, embodied in 
various court decisions, to support the 
deintermixture decisions. It is likely 
that the Commission will rely heavily, 
in defending its action, on its mandate, 
under the Communications Act, to 
provide for an “equitable” distribu- 
tion of the channels. And, of course, 
it will emphasize in its arguments that 
a licensee has no “property rights” in 
the channel which he is allowed to use. 


MORE COURT ACTION. Meanwhile, 
there is a possibility that court action 
may be taken to bring about more, 
rather than less, deintermixture. Sev- 
eral uhf stations in Massachusetts have 
protested what they regard as the “in- 
consistent action” of the Commission 
in voting against deintermixture in 
Hartford, Conn. (as well as in Madi- 
son, Wis.), while voting for it in six 
other 


Interstate 


areas. The Senate 




























Commerce Committee questioned FCC 
Chairman George C. McConnaughey at 
length on the Hartford decision during 


the recent hearings on allocations, 
much to the discomfiture of Sen. John 
W. Bricker, who protested the pro- 
priety of inquiring into matters which 
are subject to appeal. 

Also, a proposal has been made to 
the Commission to reshuffle channels to 
provide for a second v in the Utica- 
Rome, N. Y., area, and the FCC itself 
has instituted proceedings to take steps 
to assign a third v to the important 
Providence, R. 1., market. Further- 
more, in view of the decision to remove 
General Electric’s vhf channel from 
Schenectady, N. Y., it has been sug- 
gested that the Commission take away 
vhf assignments from Erie, Pa., and 
Lancaster, Pa., to enlarge the uhf 
fortress. 


TOLL TV AND UHF. Comr. Robert 
E. Lee’s recent prediction that author- 
ization of subscription tv for uhf sta- 
tions would result in uhf applications 
in the 50 top markets “in a matter of 
weeks” can be expected to exert con- 
siderable influence on the Commission 
when it decides, probably within the 
next few weeks, what to do about the 
long-pending proceedings to authorize 
the service. 

It is not without significance that 
Comr. Lee made his prediction before 
the Senate Interstate Commerce Com- 


(Continued on page 80) 
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Etv 


high-school diplomas. 

The Memphis community etv sta- 
tion. WKNO-TV, has had _ heartening 
success in attacking illiteracy with its 
courses in “streamlined reading” and 
writing. More than 750 adults enrolled 
in the first course, and since some 
didn’t own tv sets, they met in schools, 
community centers and churches three 
evenings a week. The course is de- 
signed to bring them up to the eighth- 
grade level, or to what WKNO-TV calls 
“civic literacy.” This program 
ceived the Sylvania Award for excep- 
tional merit. 


(Continued from page 62) 


re- 


“Every college should have two stu- 
dent bodies, one on its campus and 
one in its community,” says Dr. John 
W. Taylor, director of Chicago’s wTTw 
and former president of the Univer- 
sity of Louisville. “Educational televi- 
sion is now making this possible.” The 
Chicago station launched a “Tv Jun- 
ior College” last fall with a staff of 
eight (now ten) teachers from local 
faculties, who spent the summer learn- 
ing studio technique and preparing 





for the tv camera courses in English, 
math, biology, social science and po- 
litical science. The prospect of two 
years of fireside education, complete 
with textbooks and term papers, at- 
tracted 1,364 enrolled students, and 
thousands bought the study 
guides and sat in. Daytime lessons 
are filmed and repeated for night stu- 
dents, and many are working for an 


more 


Associate of Arts degree. 

Many popular programs have orig- 
WTTW the station 
opened in the fall of °55. Operation 


inated in since 
Camera (how to take good pictures) 
5,000 letters from 
(how to 

money) pulled more than 6,000 let- 


drew fans, and 


Ticker Tape invest your 
ters. There is a successful course in 
film 
shots of traffic situations, and every 


Friday the 


Hornsby, former 


driver training, illustrated by 


during 
the 


teaches boys the fine points of base- 


season Rogers 


big-leaguer, 


ball. Sports lessons are a popular fea- 
ture in other etv cities. Skiing, swim- 
basketball 


power-boat handling are taught over 


ming, badminton, and 
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Seattle’s KcTs, and beginners learn 
how to hunt, fish and trap from WKAaR- 
Tv of East Lansing, Mich. 

A popular community service ini- 
tiated by wTTw is the new weekly pro- 
Metropolitan Reporter, by 
means of which each Chicago alder- 
man in turn has a chance to discuss 
local problems with his 75,000 con- 
stituents. In similar vein, KUHT Hous- 
regularly the School 
Board meetings, and the program fol- 


gram, 


ton telecasts 


lowing is very large among Houston 
parents. 


Learning About Audience 


Etv 
things 
which 


to see. 


producers are learning new 
about the sort of program 
adult-minded want 
One of the Chicago station’s 
biggest hits, Searchlights on Delin- 
quency has Sheriff Joseph D. Lohman 
of Cook County, prominent criminolo- 


gist, as the narrator. Compassionate, 


minorities 


convincing and sometimes grim, Sher- 
iff Lohman nails home his points with 
realistic bits of filmed drama of fam- 
ily and sstreet-gang_inci- 
dents. It was estimated that some 30,- 
000 sets followed this program in the 
Chicago area, and the series has been 
filmed for other stations. 

Another surprise‘ hit was The Reli- 
gions of Man, a series of 17 half-hour 
programs produced by KETc St. Louis, 
in which Dr. Huston Smith, a persona- 


situations 


ble young teacher of philosophy at 
Washington University, gave a lucid, 
arresting description of the beliefs and 
practices of various sects. The program 
stirred up so much discussion that a 
St. Louis newspaper started a regular 
religious feature, and the filmed series 
became a national etv success. 

While each station has complete 
freedom to arrange its own programs, 
all 22 belong to a network, the Edu- 
cational Television and Radio Center 
at Ann Arbor, Mich. In return for an 
annual fee, each station gets filmed 
recordings of the best etv programs 


developed elsewhere. With funds 
supplied by the Ford Foundation 
and the Fund for Adult Educa- 


tion, the Center also originates pro- 
grams in which celebrated scholars 
and scientists appear. Dr. Glenn T. 
Seaborg of the University of Califor- 
nia, co-discoverer of - plutonium and 

(Continued on page 80) 




















ON-TARGET TELEVISION 


KUDNER AGENCY, INC. 


NEW YORK DETROIT WASHINGTON LOS ANGELES SAN FRANCISCO 


April 8, 1957, Television Age 79 








Memo 


(Continued from page 77) 


mittee, which not only is seriously con- 
cerned with the plight of uhf but also 
wants to see subscription given a 
chance to prove itself. A Committee 
staff report, the contents of which have 
become known, although not yet re- 
leased, declares that the Commission 
has the authority to act and it calls on 
the agency to do so “one way or tue 
other.” 

Although the Commission has been. 
at least until very recently, as much at 
variance over the subject of pay-as- 
you-see as it was on deintermixture. 
experience indicates that when the time 
for decision comes around there will 
if the 
members are not unanimous. Three of 
the Commissioners (Rosel Hyde, Rob- 
ert Bartley and Comr. Lee) went down 
the line for uhf on all eight deinter- 
If Comr. Lee can con- 


vince them his proposal would mean 


be a meeting of minds, even 


mixture cases. 


50 more uhf stations, with resultant 
stimulus to production of all-channel 
sets, it would seem he should have little 
difficulty 
member to obtain the necessary ma- 
jority. The word is, on good authority. 
that will be taken. 


in winning over one more 


“some action” 








The Market 
The Power 
The Set-count 
The Facilities 
The Know-how 
for efficient 
sales in 
tobaccoland 


WIN CT reusary cas are 


Greenville, N. C. 
A. Hartwell Campbell, Gen. Mgr. 
316,000 watts full time 
George P. Hollingbery Co., Nat’! Rep. 
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RETMA to EMA? 


The organization committee of 
the Radio-Electronics-Tv Mfrs. 
Assn. will consider a proposal to 
change the group’s name at its 
Among the titles 
up for consideration are Elec- 
Industry Assn. or Elec- 
tronic Mfrs. Assn. 


next meeting. 
tronic 


The name-change proposal was 
submitted to the committee by 
the board of directors following 
recommendations by the set, mili- 
tary, products and_ technieal 
products divisions. The organi- 
zation committee, under the di- 
rection of Chairman Paul V. Gal- 
vin, will meet at the association’s 
first series of quarterly meetings 
in Washington’s Sheraton-Park 
Hotel, May 13-15. Final recom- 
mendation on a name will be 
made to the board when it meets 


May 17. 











Etv (Continued from page 78) 


has done a 
series of illustrated lectures for the 
layman called, The Elements. 

Dr. Edward Teller, credited with 
being the principal architect of the 
hydrogen bomb; Dr. Benjamin C. 
Spock, noted child-care specialist, and 
philosopher Mortimer Adler have also 
become national etv stars. Altogether, 
the Center has distributed some 135 
series totaling more than 1,800 pro- 
grams. 


several other elements, 


Unlike most tv shows, these often 
have permanent value. They may be 
repeated at low cost whenever an etv 
audience calls for them. Even then 
their career is not finished, for one 
copy of each network series goes to 
the University of Indiana’s Audio- 
Visual Department, where the best of 
them are being selected for a motion- 
picture library available to schools 
and organizations. 

Etv got its start in 1952, when the 
Federal Communications Commission 
first set aside channels for non-commer- 
cial stations, later adding to then until 
today there are 257 airway bands re- 
served for them. Financing is a major 
problem, since most of the larger sta- 
tions cost around $350,000 to equip 
and set up, and have annual budgets 


of $200,000 or more. The leading na- 
tional angels are the Ford Foundation 
and its offspring, the Fund for Adult 
Education and the Fund for the Ad- 
vancement of Education, which to- 
gether have given some $20 million 
of the estimated $50 million which etv 
development has cost to date. Other 
big foundations have helped hand- 
somely, but the real heroes are the 
armies of civic-minded men and 
women who have run long and gruel- 
ing campaigns to bring etv to their 
cities. In the forefront are the PTA 
groups, who first of all want better 
children’s programs. 

Most of these stations live by pass- 
ing the hat every year, and sometimes 
the going is rugged. At Miami’s wTus- 
TV, volunteer workers sweltered for a 
year under the hot studio lights with- 
out air-conditioning, budget or operat- 
ing funds. Commercial stations do not 
see a rival in etv, but a valuable me- 
dium for serving the minorities, and 
they often lend a fraternal hand. Their 
contribution to etv has totaled about 
$5 million, including equipment and 
technical aid. 

Despite its many 
young etv 


problems, the 
art has vast reserves of 
enthusiasm and conviction, which per- 
meate everyone from the station di- 
rector to the boy who hoists the sound 
boom. If they prevail, the day will 
come when the etv station will be 
as essential to a sound community as 
the playground and the public library. 





a 


(Continued from 72) 


Thurs.—Toni Alt. Wks. 


; 0:45- Lever 1- 
11:15 a.m. “Yardley Alt Wis. (Pittsburgh 
Plate Glass Co. 1:15-30 A. EB 
Staley. Alt. Wks. 8.0S 

Our Miss Brooks, 
Wks. 2-2:30 p.m. 


2: 15-2:30 p.m. 
Jo Valent Lady 12- 12:15 p.m. Mon.— 

Standard Brands; Tue. Wesson Oil; 

Wed.—Gen. Mills: Thu. ——— Alt Wks. 

Nestle. Fri—Gen. Mill 

2: 30-45. P. m. a eeandare 

Fri.—Lever; Tue. 


ands. , 
—Kellogg. 2:45-3 p.m. ‘Mon.—Campbell : 


ae Mis. 


Tues—Pillsbury; Wed.—Simoniz; Thu. 
—Pillsbury ; Fri.—Swift. 

NB ucers Showcase,” (every 
fourth Mondy 8-9:30 p.m. ): “The 
Saturday Night Spectacular. (every 
fourth Saturday 9-10:30 p.m.; all- 
mark Hall Fame” (five 90-minute 


dramas on Sundays and one on Wednes 
day evening). 
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friends ...as well as sales. 
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Wall Street Report 


The Long Strike. When the six- 
month-long Westinghouse Electric 
strike ended in March of 1956 it was 
a matter of great controversy in Wall 
Street circles as to whether that was 
the right time to invest in its future or 
whether it would be wiser to wait and 
see what the management could accom- 
plish after such a prolonged dispute. 

In 1956 Westinghouse reported earn- 

ings of 10 cents per share on the 16,- 
651,063 shares outstanding. In 1955 
the company’s profit had equalled 
$2.46 per share. The decline repre- 
sented primarily the costs of the long 
layoff and the problems of getting back 
into production without the aid of some 
of the management and technical staff 
that had been forced to seek new posi- 
tions rather than sweat out the strike. 
The strike cost the company an esti- 
mated $300 million in volume. It must 
be remembered, of course, that not all 
of the company’s workers went on 
strike since 58 plants and 65,000 em- 
ployes out of 120,000 continued at 
their jobs. 
Production Spurred. The conse- 
‘ quences of the strike, from the stand- 
point of worker morale, can be debated 
but the initial drive to get back to work 
has lowered the absentee rate and 
spurred production. In previous cases 
of long industrial strife there has some- 
times been a tinge of bitterness left 
for many years after the dispute is 
settled, but at Westinghouse no such 
reaction has affected the possibility of 
the corporation fighting back for its 
share of the market. 

There are a number of other sig- 
nificant developments that are encour- 
aging. The company’s annual stock- 
holder meeting in Baltimore took place 
last week and G. Price, the president, 
outlined the company’s prospects. He 
gave stockholders encouragement to 
believe that Westinghouse’s “come- 
back” is well under way. 

Prior to the annual meeting Wall 
Street analysts had made their esti- 
mates of the outlook for Westinghouse 
in 1957—and even into 1958. 

They feel that on the basis of ex- 


pected volume in the current year, 
profits for 1957 should easily top $3 
per share and range close to the $4 
per share figure. That would be a sub- 
stantial recovery and put the company 
back to the level of earnings that ex- 
isted before the strike started in Octo- 
ber 1955. 

Here’s a table of Westinghouse per- 
formance from 1950 on: 


company’s research and production 
plants in the next year or two. 

It is worth noting that Chris J. 
Witting, who was previously president 
of Westinghouse Broadcasting Com- 
pany was made vice-president and gen- 
eral manager of Consumer Products a 
little over a year ago. Mr. Witting’s 
success with the company’s tv and 
radio stations was so pronounced that 
the management gave him broad au- 
thority over the whole field of con- 
sumer goods. 


Sales Net Income Per Share Dividend 
1955 $1,441,000,000 $42,803,000 $2.46 $2.00 
1954. $1,636,200,000 $79,922,000 $4.78 $2.50 
1953 $1,582,000,000 $74,323,000 $4.53 $2.00 
1952 $1,454,300,000 $68,581,000 $4.23 > 
1951 $1,240,800,000 $64,578,000 $4.03 
1950 $1,019,900,000 $77,923,000 $5.36 


Lifo System. One fresh factor in the 
analysis of Westinghouse earnings in 
1957 will be the introduction of the 
last-in first-out method of inventory 
evaluation. This system was adopted 
early in 1956 but its impact was not 
evident because there were, for the first 
three quarters, no profits of substance 
to be affected. However, its adoption 
did knock about 26 cents out of the 
fourth-quarter earnings that might 
normally have been reflected under the 
older system. 

This “Lifo” system of accounting in- 
ventories is used to protect manufac- 
turers against sudden spirals—upward 
or downward—and prevent earnings 
from showing sharp increases or de- 
creases as a result. Since we are now 
in a period of rising prices it would 
tend to offset showings of high profits 
—at least for the first six months of 
1957. 

Westinghouse gross business is com- 
posed 55% of electrical apparatus and 
industrial products, 30% 
products and 15% 


consumer 
from sales of 
atomic power and defense products— 
at least that’s the way the breakdown 
was tabulated in 1955. However, the 
consumer division has been growing 
in importance and the management has 
taken pains—and a good deal of ad- 
vertising money—to let the public and 
the stockholders know that a great 
many new and revolutionary consumer 
products are to be turned out of the 


Competition Tough. This is a most 
competitive field and the Westinghouse 
management evidently believes that 
eventually the industry’s distribution 
system will follow the pattern set by 
the automotive field with the strong 
dealers growing stronger and the weak 
ones dropping out. Westinghouse is 
moving now to streamline and toughen 
its dealer system to withstand the com- 
petition. At present Westinghouse and 


G.E. are the only two manufacturers 


(Continued on page 128) 











Programs (Continued from page 55) 


ment upon the moving of all the sta- 
tion’s divisions into the new block- 
square. CBS Chicago facilities. The 
program, titled Camera Two, is pre- 
sented each Saturday afternoon from 
3:30 to 4 and represents an extremely 
ambitious effort in its basic premise 
of being a show that encompasses all 
subjects—in short, a “panorama of 
sight and sound.” 

Since its inception in February the 
stanza has dealt with Abraham Lin- 
coln, a debate on modern art, an Olym- 
pic tumbling champion and a demon- 
stration of the art of flower arranging. 
Planned for future telecasts are such 
subjects as an orchestra in rehearsal, 
a history of Dixieland jazz, a ballet 
class for youngsters, the human-birth 
process, Greek and Roman folklore, a 
course in ceramics, a golf series and 
a dissertation on just what makes a 
lightning bug glow without being 
plugged in. 

Feeling the need of a program de- 
signed to create mutual understanding, 
appreciation and respect among all re- 
ligions and denominations, WGN-TV 
Chicago first introduced Faith of Our 
Fathers to its viewers on March 2, 
1952. Telecast in a half hour of Class 
A time, 7-7:30 p.m. on Sundays, the 





WNCT PRIMARY CBS AFF 


Greenville, N. C. 
316,000 watts full time 





A. Hartwell Campbell, Gen. q 
George P. Hollingbery Co., Natl Rep. 
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series features, in capsule form, the 
typical services of Chicago’s churches 
of all faiths and various denomina- 
tions, including hymns, choirs and 
sermons of each. 

Faith of Our Fathers is televised 
from WGN-TV’s main audience studio, 
which is set up to accommodate the en- 
tire church choir, pastor, organ and so 
on. Artists from the station’s facilities 
department make every effort to re- 
create the actual appearance of each 
church participating. 

Live and Learn, an _ educational 
series presented as a public service by 
WNBQ Chicago, in cooperation with 
colleges and universities in the area, 
last month began its sixth year on the 
NBC station. Seen Sundays from 9:30 
to 10 a.m., Live and Learn was the first 
local program to offer courses for 
credit in both university and adult 
high-school subjects. 

The show—which since last April, 
when WNBQ became the nation’s first 
all-color tv station, has been produced 
in compatible tints—utilizes the simple 
technique of having an individual lec- 
turer instruct in a classroom setting, 
with the “students” usually recruited 
from the classes of the current instruc- 
tor of the televised sessions. 


Hunter is Producer 


Producer of the series, under the 
supervision of Betty Ross West, super- 
visor of public affairs and education 
for NBC Chicago, is Dr. Charles 
Hunter, of Northwestern University’s 
radio and television department. Says 
Dr. Hunter: “Response to Live and 
Learn has been both gratifying and 
amazing, all the more so because we 
state as our aim the presentation of a 
program slanted to an intellectually 
curious adult audience. Our mail and 
phone response indicates that we are 
reaching far beyond our fondest ex- 
pectations and that there is a definite 
need for this type of program on tv.” 

wcpo-Tv Cincinnati considers Play 
It Safe, a half-hour safety show for 
children done in cooperation with the 
city’s police department, as one of its 
outstanding public-service endeavors. 
It has been on the station regularly for 
the past six years—currently at 9-9:30 
p-m. Saturdays—and deals with every 
conceivable safety topic. 

Conducted by a local police officer, 


the program has Boy Scouts or chil- 
dren from various schools taking part 
—after having won the chance by sub- 
mitting a winning entry in a safety 
competition—in the safety measures 
taught and illustrated during the week- 
ly half-hour. 

Of the public-service programs in- 
stituted by wiw-T Cincinnati Signal 
Three is the most popular live show de- 
signed for teen-agers and pre-driver 
trainees, relative to safety education. 
The program made its debut in No- 
vember 1955 and has been a Saturday- 
morning (9:30-10) fixture ever since, 
with ratings that on occasion have hit 
a Nielsen peak of 14.3. 

The teen-age audience at each show 
usually numbers about 100 and is in- 
vited through such sources as the Boy 
and Girl Scouts, high-school clubs and 
organizations, church groups and the 
local Safety Council. Lt. Arthur Meh- 
ring, safety education director of the 
Cincinnati Police Department, is mas- 
ter of ceremonies, quizzing contestants 
from the audience on safety matters, 
with one winner emerging at the pro- 

(Continued on page 86) 
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of.show business 
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or transient residence. 

Ideal headquarters. 
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Where the celebrities 
go after theatre 
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Programs (Continued from page 84) 


gram’s end and receiving an award. A 
special guest with appeal to teen-agers 
—a football coach or player, a sports 
figure of local or national prominence 
—is interviewed each week, again with 
some aspect of safety emphasized. 

Following the Westinghouse Broad- 
casting Co. guide for public-service 
programming, KYW-Tv Cleveland has 
concentrated its major endeavors in 
the areas of American history, mental 
health, the need for scientists and en- 
gineers, teaching and community serv- 
ice. The bulk of the responsibility for 
carrying out these themes rests with 
the following KYW-TV programs: 

e Teacher’s Meeting, produced in co- 
operation with the Cleveland Board of 
Education, is just what the title im- 
plies—a meeting of teachers and super- 
visors to discuss significant matters of 
concern to the public as well as to the 
teaching profession. 

e The Board which 


branches out a little more into a wider 


Presents, 


area of educational programming, al- 
ternates with Teacher's Meeting in the 
9.-9:30 a.m. Saturday time slot, follow- 
ing which One Nation, the station’s 
historical program, is aired for 30 
minutes. 

e Science Lab, created specifically to 
curb the shortage of engineers and sci- 


WuCT 


channe 


Serving prosperous eastern N. C. 
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Sponsored Public Service 


In the past six years more than $600,000 has been handed over to 
the Pittsburgh Children’s Hospital all because of the intense interest 
of a jewelry firm and the cooperation of television station KDKA-TV. 

The Children’s Hospital charity drive is presented annually by the 


Wilkens Jewelry Co., a regular advertiser on the station, when the 
company devotes its entire Wilkens Amateur Hour to the campaign. 


To this hour the station adds another, making it possible to produce a 
guy P 
special two-hour Sunday show (6 to 8 p.m.) for the purpose of 


raising funds for the hospitai. 


One of the unusual features of the campaign is that each year the 


money received has exceeded the amount pledged. This year the drive 
was held on December 30th. When the program ended it was an- 
nounced that $73,171 had been pledged. But when final donations 
had been received, Wilkens Jewerly Co. announced that a total of 
$115,415 had been sent in—58 per cent more than was pledged. 
The campaign is largely the idea of Lewis L. Silberman, president 
of the jewelry firm. The program follows a well-written script, concen- 


trating on a number of sick and crippled children who are brought 
to the KDKA-TV studio in ambulances, accompanied by their nurses. 


There are no outside entertainers, only the Ranch Gals, regular per- 
formers for a number of years on the Wilkens program. 

Nothing is ever extracted from the contributions in the way of 
expenses. The Wilkens Jewelry Co. picks up the tab for the entire 
show except for the 60 minutes donated by KpKa-Tv. In addition, 
the firm maintains a staff of ten girls for several weeks to handle the 


pledges. 








entists, is aimed from 12:30 to p.m. 
each Sunday directly at junior and 
senior high-school students who may 
be interested in a career in these fields. 
This program is partly filmed, partly 
live interviews and partly a remote tele- 
cast, depending upon what is needed 
to make its points. 

e Open Cameras, formerly Morning 
Surprise, takes viewers through mu- 
seums, institutions and landmarks via 
live remotes from all over Greater 
Cleveland; program time is 5-5:30 
Monday, Tuesday and Wednesday af- 
ternoons. 

e The Land Is Ours, an hour show 
at 7:30 Saturday nights, is Cleveland’s 
first all-farm tv program. A sort of 
“farming omnibus,” its regular fea- 
tures are food buys, market trends, 
agricultural news and so forth, high- 
lighted by guest reports and appear- 
ances. 

An unusual and inspirational tv se- 
ries which recently completed 13 weeks 
on WEWS Cleveland was Courage, in 
which the public’s attention was di- 
rected to men, women and children 
who have found happiness in spite of 
a severe physical handicap. 


The original idea for the program 
came from a Cleveland housewife and 
mother, herself blind for more than 17 
years. WEWS general manager James 
C. Hanrahan felt that Mrs. Kathleen 
King’s story—and those of so many 
like her—would make an absorbing yet 
educational series, and viewer reaction, 
with 
heartwarming and inspiring” to “it re- 


comments ranging from “so 
stored my faith and courage,” proved 
him right. 

wsw-tv Cleveland and Baldwin- 
Wallace College joined forces last Jan- 
uary to produce The World Around Us 
as a half-hour once-a-week series to 
run for 13 weeks on the subject of 
simple science; a second 13-week skein 
will delve into the humanities. Co-pro- 
ducer and host Prof. Charles Irwin of 
the Baldwin-Wallace faculty describes 
The World Around Us as being “in- 
tended to acquaint people with the 
science inherent in the things around 
us; its theme is observation; it points 
out that it is easy, fun and important 
for people to consider what the life 
around us means.” 

Typical program titles on this series 


(Continued on page 88) 
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Programs (Continued from page 86) 


have been Clues to the Underground, 
Stories in Rock, Our Living Soil, A 
Winter Walk, Soil in the Making and 
Making Water Wait. Filmed sey:ences 
on the show are produced from the Na- 
tional Educational Television division 
of the Ford Foundation. 

In observance of National Engineer- 
ing Week and to encourage high-school 
students to consider engineering as a 
profession, WBNS-Tv Columbus profer- 
red Imagineering on Feb. 18, 8-9 p.m., 
as “Telementary 14” in the station’s 
series of public-service programs. 

The hour presentation afforded cen- 
tral Ohio viewers a glimpse into the 
future with some of the state’s top sci- 
entists and engineers, by means of live 
interviews and demonstrations inte- 
grated with film coverage of the latest 
scientific developments at General Elec- 
tric, Westinghouse, Bell Laboratories 
and U. S. Air Force Research and De- 
velopment Centers. The story of op- 
portunities of engineering for today’s 
youth was written for junior and 
senior high-school levels, as well as for 
parents interested in their children’s 
futures. 


500 Teachers Helped 


Viewer response during the three 
days following the program included 
over 175 requests for additional infor- 
mation in pamphlet form, mentioned 
at the close of the show. In addition, 
500 school teachers were furnished a 
syllabus prepared by WBNS-TV to create 
further interest in engineering as a 
profession. 

Dayton Police Call is the most suc- 
cessful public-interest program cur- 
rently being produced on WHIO-TV 
Dayton. Aired each Monday at 6:45 
p-m., this quarter-hour show boasts a 
31.5 Pulse rating, reportedly the high- 
est of any local television program in 
the Dayton market. 

Purpose of the show is to present 
the actual day-to-day operation of the 
Dayton Police Department to the com- 
munity it serves, with each division 
and section of the organization ex- 
plained as the program progresses. A 
story-line is injected to heighten in- 
terest, but all procedures are strictly 
factual, with police personnel employed 





Triangle’s Principle 

“A broadcasting station, like a 
newspaper, merits its franchise 
only by virtue of its service to 
the public. This has been our 
operating principle at Triangle 
Stations, and we shall be guided 
by it in the years ahead.” 

This statement on the impor- 
tance of public-service program- 
ming was made recently by 
Walter H. Annenberg, president 
of Triangle Publications, Inc., 
which owns and operates, in ad- 
dition to several newspaper and 
magazine properties, four tele- 
vision and four radio stations in 
Pennsylvania, New York and 
Connecticut. 

To carry out this “operating 
principle,” WFIL-Tv-AM Philadel- 
phia broadcasts 16 regularly 
scheduled public-interest shows, 
WFBG-Tv-AM Altoona airs ten. 
WNBF-Tv-AM Binghamton pro- 
grams 1] and wnHc-Tv-AM New 
Haven proffers 15—making for 
an eight-station total of 52 such 
shows. 

Triangle’s contributions to the 
community are not confined just 
to programming over its stations. 
Roger W. Clipp, vice president in 
charge of the company’s radio 
and tv division, recently an- 
nounced that WNBF-TV-AM_ will 
equip the Broome County Farm, 
Home and 4-H Center to be con- 
structed in Binghamton with a 
radio and tv Communications 
Center for agricultural broad- 
casts from the Center’s auditor- 
ium, training and work rooms. 

Total contribution of the 
equipment pledged by the Tri- 
angle Binghamton stations is 


valued in excess of $25,000. 











as actors. Format is film, plus live 
studio. 

WHIO-TV believes in producing pub- 
lic-service programs with the same 
emphasis and technique which go into 
regular commercial efforts. To accom- 
plish this end, the station avoids an 
excessive number of such shows, pre- 
ferring to concentrate on the produc- 
tion of a few good ones. 

(Continued on page 104) 
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TELEVISION AGE 


n talking to those involved in the 

buying and selling of spot-television 
time about future trends, two seem- 
ingly conflicting feelings emerge: ap- 
prehension and optimism. Some are 
either filled with one or the other, but, 
not too suprisingly, most feel both at 
the same time. 

Joseph J. Weed, president of Weed 
Television Corp., for instance, acknowl- 
edges that in spot for the past Decem- 
ber, January and February, there has 
been a nine-per-cent drop in television 
billings over the same months the year 
before. The TV AGE Business Barometer 
has reported weakness in spot television 
as compared with last year over the 
same three-month period. Local and 
network television have also been hit 
to some extent but not so seriously as 
some areas of spot. 


The Bright Side 


However, on the other side of the 
trend coin—the bright side—Mr. Weed, 
again, is confident that the total dol- 
lar-volume for spot will increase not 
only this year but in succeeding years. 
He predicts that “from here on, com- 
petition foi available television dollars 
will become more intense both between 
stations and between markets.” And he 
concludes that the industry “will rise to 
the competitive situation in every way.” 

A close look at some items in the 
Spot Report for this month provides 
specific cause for general optimism. 
The big advertisers—the top three, in 
fact—P&G, General Foods and Brown & 
Williamson, are buying now and buy- 
ing big. So are other top and faithful 


April 8, 1957 


a review of 


current activity 


in national 


spot tv 


spot users such as Lever, Block, Ar- 
mour, Texas, Anheuser-Busch, Canada 
Dry and Gallo. Then, too, some other 
important advertisers indicate activity 
for the more distant future. Two ex- 
amples are Ford for its Edsel division 
and American Toy Promotion. 

Most observers agree that it is 
healthy for an industry to have con- 
current mixed feelings of apprehension 
and optimism. The former prevents 
apathy and the latter brings on in- 
ventiveness. As one media buyer put it, 
“For a medium as vital as television, 
there is no drop in sales that more 
imiginative and creative selling won’t 
cure.” 


AMERICAN BAKERIES CO. 
(Youne & Rubicam, Inc., Chicago) 


A review of this firm’s spot tv setup 
reveals that it has schedules of minutes 
and 20’s running for 52 weeks in the 
following 23 markets: Amarillo, Beaumont, 





Joan Rutman, Grey Advertising, Inc., 
timebuyer, is setting up Greyhound 
Corp. buys. 





REPORT 


Cincinnati, Columbia, Mo., Columbus, O., 
Dallas, Decatur-Champaign, Detroit, 
Duluth, Flint, Ft. Worth, Houston, Indian- 
apolis, Kansas City, Louisville, Memphis, 
Minneapolis-St. Paul, Nashville, New York, 
St. Louis, Springfield, Mo., Toledo and 
Wichita Falls. Ruth Leach is the 


timebuyer. 


AMERICAN TOY PROMOTION 
(Grey Advertising, Inc., N. Y.) 


Although there are some 264 days to 
Christmas, this organization is looking to 
place schedules for the holiday in at least 
25 markets. Dorothy Houghey is the 
timebuyer, but account supervisor David 


L. Rand is in charge. 


ANHEUSER-BUSCH, INC. 
(Gardner Advertising, St. Louis) 
For its BUSCH BAVARIAN beer the com- 


pany will be sponsoring Ziv’s newest series 
called The New Adventures of Martin 
Kane. The show is expected to begin 

in early May and will run for this com- 
pany in some 20 markets. Frank Chipper- 
field, media director, is the contact. 


ARMOUR & CO. 
(N. W. Ayer & Son, Inc., N. Y.) 


Armour is testing its new PAN O’GOLD 
package of fresh-frozen chicken via tv 
spot in Phoenix and Rochester. It is 

also being introduced through newspapers 
in those two markets, as well as in Charlotte, 
Oklahoma City and Providence. The tv 
campaigns will run for 13 weeks and consist 
of night and day minutes and 20's. 

Sol Israel is the timebuyer. 


BIGELOW-SANFORD CARPET 
Cco., INC. 


(Co-op through dealers) 


From April 1 to May 15 this rug company 
is promoting a co-op drive among its 
dealers in newspapers and broadcast. 
According to the company, around 100 

of its dealers have requested the film 
spots the company made. Most of these 
dealers have used tv spot before, and 
Bigelow expects that one will participate 
in this special six-week drive. Many of the 
tv-conscious dealers are in smaller markets. 
(The company’s agency, Young & 
Rubicam, Inc., N. Y., is not involved in 
this effort as far as tv is concerned.) 


(Continued on. page 94) 
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if the Picture “Pops” 
it Has What It Takes! 


Many a good film commercial has been ruined by a poor presenta- 
tion “on-air.” If the picture “pops” out at you, has sparkle and dimen- 
sion, you know it’s good. With modern RCA Film Equipment you can 
expect and get the highest quality reproduction and long term reli- 
ability in operation. s 
© Hm 
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YOUR FILM DOLLAR 





How to Get the Kind of Picture 
Quality that Advertisers Want 


There are two ways to increase the quality of your 
film programs: 


(a) By using Vidicon film cameras 
(b) By using professional projectors. 


Vidicon cameras give you sharp, clear, virtually noise-free pictures 
of live picture quality. The Vidicon will show every detail that is 
on the film. For example, night scenes are much clearer with new 
Vidicon cameras than with older Iconoscope equipment. Vidicon 
film cameras have ideal tone or gray scale range for high quality 
reproduction of film. A remote light control permits the RCA 
Vidicon camera to be adjusted to optimum operating conditions 

at all times. 


Professional RCA projectors are another requirement for high 
picture quality. Professional film projectors provide a rock-steady 
picture, free from jump and jitter, as well as high fidelity sound. 
Precise optics in the RCA film and slide projectors assure evenness 
of illumination and excellent resolution. 


Whether you are a station executive, program sponsor or 
agency man, you'll be helping the cause of good film program- 
ming by advocating the use of up-to-date film room equipment. 
Ask the RCA Broadcast Representative to show you our new film 
manual “Planning TV Film Facilities for Color and Monochrome.” 





RADIO CORPORATION of AMERICA 
BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 





Tmk{s} @ 


In Canada: RCA VICTOR Company Lid., Moptreal 
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Spot (Continued from page 91) 


BLOCK DRUG CO. 

(Grey Advertising, Inc., N. Y.) 
POLIDENT and POLI-GRIP second-quarter 
drives have started in different groups of 
markets used by these products in the 

first quarter. Herb Lieberman is the 
timebuyer. 


BLOCK DRUG CO. 

(Sullivan, Stauffer, Colwell & Bayles, 
Inc. N. Y.) 

NYTOL is coming back, starting April 15, 
in about 50 of the same markets used in 
the first quarter (see Jan. 14 Spot 
Report). GREEN MINT started its 
second-quarter drive April 1 in ten new 
markets. Ira Gonsier is the timebuyer. 


BLUE PLATE FOODS 

(Fitzgerald Advertising Agency, 

New Orleans) 

In May the company will begin sponsorship 
of MCA’s film series If You Had A 
Million in two markets. In the fall the 
series will be placed in six other markets. 
All markets are within Blue Plate’s 
six-state area, including Arkansas, Florida, 
Georgia, Louisiana, Mississippi and 
Tennessee. The company has an option 

to run the program in 20 additional 
southern markets. Mrs. Marie O’Meara 

is the timebuyer. 


BROWN & WILLIAMSON 
TOBACCO CORP. 


(Ted Bates & Co., Inc., N. Y.) 
VICEROY has been making changes in its 
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YOUR BEST TV BUY 


in Northeast Pennsylvania 


WILK-TV 


Cost-Per-Thousand Is 


10% LOWER 


Than Its Nearest Rival 


Cost Per Thousand 
WILK-TV STA STA STA 
A B c 


CLASS A 2.71 
7:30-10:30 PM 


2.84 7.50 2.73 


AVERAGE 2.92 3.20 5.69 3.41 








me 


Wilkes-Barre 


Scranton 
Call Avery-Knodel, Inc. 


wil 
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Martin Kane, timebuyer at Ogilvy, 
Benson & Mather, is adding to present 
schedules for Lever Bros.’ Good Luck 
Margarine. 


schedules. There were cancellations in 

the smaller markets, while in the larger 
markets there were additions made. 

Norman Chester is the timebuyer. 


BURRY BISCUIT CORP. 

(Beacon Advertising Associates, N.Y.) 
The agency is trying to sell tv spot to 
company and is planning on putting on a 
demonstration of spot impact at the 
upcoming sales meeting. Howard A. 
Schwartz, president, is the contact. 


CANADA DRY GINGER ALE, 
INC. 


(J. M. Mathes, Inc., N. Y.) 


This advertiser is adding markets to its 
spot line-up all the time and will continue 
to do so into the warm months. It has 
purchased the film series Annie Oakley 

in Dallas-Ft. Worth and expects to place 
the CBS Television Film Sales program in 
about five other markets. The buik of 

its placements, however, will be of 
minute spots the company produced for 
its franchised bottlers who make the 
decision as to what media will be used 

in their markets. Edna Cathcart is the 
timebuyer. 


CHEMICAL INSECTICIDE CORP. 
(Mohr Associates, Inc., N. Y.) 

Plans are in the making for CHEM-BAM, a 
protection against potato blight, for an 
all-media campaign including spot 

tv. Dan Rubin, tv-radio director is 

the contact. 


CLAIROL, INC. 
(Foote, Cone & Belding, N. Y.) 


There is a possibility that this firm will 
be making more buys of half-hour film 
shows. Penny Simmons is the timebuyer. 


DRACKETT CO. 

(Young & Rubicam, Inc., N. Y.) 

This advertiser is starting to make some 
new moves and more activity can 
expected. It has already asked for 
availabilities in some of the major markets. 
William Dollard and Marie Fitzpatrick 
are the timebuyers. 


EAGLE PENCIL CO. 

(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 

This firm tried a test in Hartford and 


Portland, Ore. and is currently awaiting 
results before deciding on future action. 


It is understood that, in any case, 

most of the advertising money will be 
spent in print. However, since the tv tests 
were supposed to have done a good 

job, according to early returns, there is 

a chance of some tv in Eagle’s future 
advertising. Doug Yates is the timebuyer. 


ENGLANDER CO., INC. 
(North Advertising, Inc., Chicago) 


There will be spot activity for this firm’s 
RED-LINE MATTRESS in conjunction 
with its big magazine and outdoor pro- 
motions. The campaign is based on 

the theme, “Sleep as relaxed as you sleep 
on vacation.” Wherever possible the tv 
buys are in late movies. Robert 
Riemenschneider is the timebuyer. 


FANNY FARMER CANDY SHOPS 
(Charles L. Rumrill & Co., Rochester) 


This firm is setting up both its Easter and 
Mother’s Day spot campaigns, again 
using mostly nighttime minutes, 20’s and 
ID’s. For market list see Spot Report, 
Nov. 19, 1956. William Weller is the 
timebuyer. 


FISHER FLOURING MILLS CO. 


(Pacific National Advertising Agency, 
Seattle) , 
Schedules of ID’s for ZOOM, a whole wheat 


breakfast cereal, are running now on 22 

stations in 15 markets in California. 

Oregon and Washington. The stations 

and markets are: KFRE-TV Fresno, 

Kccc-Tv Sacramento, KBET-Tv Stockton, 

KFspD-Tv San Diego, KGO-TV, KRON-Tv and 

KPrx San Francisco, KRCA, KNXT. KTTV and 

KABC-Tv Los Angeles, KvAt-tv Eugene, 

KPic Roseburg, KOIN-Tv, KGw-TV and 

Ktor Portland, komo-tv Seattle, KIMA-TV 
(Continued on page 98) 





WDAU-TV Power 


During the first week of April, 
wcsi-tv Scranton changed its 
call letters to WDAU-TV and in- 
creased its power nearly six-fold 
to one million watts. According 
to Anton (Tony) Moe, general 
sales manager, the effective cov- 
erage area of the station has been 
nearly doubled. 

The increase in power is made 
possible by new General Electric 
transmitting equipment and a 
new tower which WDAU-TV claims 
is the highest in its part of the 
country—2,542 feet above sea 
level. The new equipment is ac- 
tually capable of transmitting 
three million watts and wWDAU-TV 
will test at various powers be- 
tween one and three, Mr. Moe 
stated. Controlling interest in the 
station was officially transferred 
to wcav, Inc. Philadelphia, last 
December. 




















Why N.W. Ayer 


Timebuyer 
selects 
Crosley WLW 
Stations for 


Philip Morris 


"One of the things I 
look for when selecting 
stations is service. 
That's why I always 
consider WLW Stations 
for Philip Morris Cigarettes. 
The Crosley Stations give their 
full cooperation and personal 
attention to each advertiser am 
. . . to constantly improve LEG 
time availabilities : 

to really leave a 

‘call for Philip Morris' 
across the board." 










Sell Ziegle .W. Ayer Timebuyer. 


Like N.W. Ayer's Isabel Ziegler, you'll get full cooperation— 
availabilities, talent, promotion and merchandising. So before you buy, 
check with your Crosley WLW Representative. You'll be glad you did! 


WLW-T WLW-C WLW-D WW A WLW 
Cincinnati Columbus Dayton Atlanta Radio 


Sales Offices: New York, Cincinnati, Chicago 


Sales Representatives: NSC Spot Sales: Detroit, Los Angeles, San Francisco / [Ve iC )) 
Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dallas...... Crosley Broadcasting Corporation, a division of (A. ma atvom 
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Huntington, W. Va. 


a eae, 
ee ee = RELAX and PLAY 


|> 
aseencee 





2 You fly to Bermuda 


FACELIFT for STATION WHTN-TV 





‘ rebuilding to keep pace with the 

increasing importance of Central Ohio Valley . . . expanding 
to serve the needs of America’s fastest growing industrial area better! 
When OPERATION FACELIFT is completed this Spring, 
Station WHTN-TV’s 316,000 watts will pour out of an 


antenna 1000 feet above the average terrain! This means 


Draw on this Powerhouse 





of Facts for Your Slogan: 


e REBUILT AND IMPROVED STATION WHTN-TV will be the ONLY “FULL 
POWER” STATION in Ohio Valley between Cincinnati and Wheeling! 


e REBUILT AND STRENGTHENED STATION WHTN-TV will be the ONLY 
STATION to put a Grade A signal over the four top markets of Portsmouth, Ashland- 
Ironton, Huntington and Charleston! 


e REBUILT AND EXPANDED STATION WHITN-TV will put city grade service over 


the two principal major markets of Huntington and Charleston! 


e REBUILT AND RE-VITALIZED STATION WHTN-TV will be THE ONLY 
STATION with the sustained dominance of TV-power to insure your sales messages 
reaching the many families earning far above the average in the fast-growing industrial 
centers of Central Ohio Valley, living near and in the buying centers of Central Ohio Valley. 


e REBUILT, REFURBISHED, REFRESHED STATION WHTN-TYV, one of the fine 
Cowles stations, on Channel 13 over ABC basic network will dominate Central Ohio 
Valley. If you want your products to sell in this important market, plan to use the station 


that will blanket this entire area . . . STATION WHTN-TV. 
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on a Bernaude Slidlay / 


in less than 4 hours! 





write a slogan to sum up the exciting WHTN-TV story and 
WIN A GLORIOUS BERMUDA SUNSHINE HOLIDAY FOR TWO! 
OR THE CASH EQUIVALENT IF YOU PREFER! 


In as few words as possible, no more than fifteen, 






write a slogan that dramatizes the TV-viewing appeal 
of Station WHTN-TV .. . that tells why Station 
WHTN-TV offers the TV-advertiser such dynamic 


dominance for his advertising money! 


~ 
ah Sie sis Bies 
Siietissuss 
Bulb suseus 


EASY! FUN! 
NOTHING TO BUY! 
EVERYTHING TO ENJOY! 
103 PRIZES IN ALL! 


e 6 happy days in Bermuda with round trip airplane transportation between New York 
and Bermuda e round trip transfers in Bermuda between airport and hotel ¢ room 

for two with private bath at the Castle Harbor Hotel for 6 nights e use of private beach 
and swimming pool facilities at hotel e breakfast and dinner daily ¢ sightseeing 
excursion @ Not included personal items, tips and Bermuda head tax 

(payable in Bermuda) of $2.85. 


2nd Prize: $150. 3rd Prize: $75. 


100 ADDITIONAL AWARDS FOR MERITORIOUS ENTRIES. 


CONTEST OPEN TO THE PERSONNEL OF ADVERTISING AGENCIES 
AND THEIR CLIENTS, EXCEPT THE COWLES CO., AND THEIR AGENCIES 


PRIZE WINNERS WILL BE ANNOUNCED IN THE JUNE 17TH ISSUE OF THIS MAGAZINE. 
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Spot (Continued from page 94) 


Yakima, KEPR-TV Pasco, KLEW-Tv Lewiston, 
KBAS-TV Moses Lake-Ephrata, KREM-TV, 
KHQ-TV Spokane. Trevor Adams, president 
and account executive, is the contact. 


FORD MOTOR CO., 

Edsel Division 

(Foote, Cone & Belding, Detroit) 

A spokesman advises TELEVISION AGE: 
“Television plans not definite. Extent of 
use will not be determined for some time.” 
Clyde E. Rapp is the contact. 


E. J. GALLO WINERY 
(Doyle Dane Bernbach, Inc., N. Y.) 


This wine firm is getting ready for its 
spring campaign. The company expects to 
start in May in its market area, which 
includes around 40 markets. It is 

looking for both announcement schedules 
and programs and, at this point, the 
length of the campaign is not certain. 
Mrs. Jan Gilbert Stearns is the 
timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 

With the start of the company’s fiscal year 
in April, REGULAR MAXWELL HOUSE 
COFFEE schedules are being picked up. 
Minutes are used for this product. 

Roger Clapp is the timebuyer. 


GENERAL FOODS CORP. 


(Benton & Bowles, Inc., N. Y.) 
The schedules for YUBAN COFFEE are 


getting underway; these consist of 
ID’s only. Robert Meyers is the timebuyer. 





Agency Merger 


A new agency partnership, 
Reach, McClinton & Co., has 
been formed through the associa- 
tion of Charles Dallas Reach, 
president of Reach, Yates & Mat- 
toon, Inc., and Harold L. Mc- 
Clinton, until February president 
of Calkins & Holden. 

The present offices and staff of 
96 of RY&M will form the base 
of the new agency, and the an- 
nouncement said “there will be 
immediate expansion of person- 
nel in all departments and early 
addition of branch offices across 
the country.” 

Mr. Reach becomes chairman 
of the board and Mr. McClinton 
takes over the presidency as chief 
executive officer. Address of 
Reach, McClinton & Co. is 720 
Fifth Ave., New York, with a 
branch located at 69 Washington 
St., Newark. 








BERN KANNER, assistant media 
director at Benton & Bowles, Inc., 
New York, has been put in charge of 
the buying for the newly acquired 
Schick account. LEE RICH, asso- 


ciated media director, will supervise. 


MARIA CARAYAS, timebuyer at 
Hilton & Riggio, New York, has been 
promoted to media director. Some of 
the tv-active accounts at the agency 





are Red L frozen foods, Triple S 
Blue Stamps, Swanee Paper Corp., 
Southern Biscuit Co. (FFV cookies) 
and Southern Star Bonito 


JOHN CATANESE, assistant time- 
buyer on Falstaff Brewing Co. at 
Dancer-Fitzgerald-Sample, Inc., New 





Personals 


York, has resigned to join Ted Bates 
& Co. as timebuyer. 


RICHARD A. TREA, former time- 
buyer at Benton & Bowles, Inc., New 
York, has joined Carl S. Brown Co. 
in a similar capacity. He will buy 
for several accounts, including Col- 
gate’s Halo and Vel. Another buy- 
ing appointment at Brown is that of 
EARLE G. (DUKE) TRUAX, for- 
merly advertising manager of the 
Woman's Home Companion. 


THERE HAVE been many changes 
in broadcast buying assignments at 
Benton & Bowles, Inc., New York. 
Some of the recent timebuying ap- 
pointments are: Dick McCooey, 
Studebaker; Jack Giebel, Florida 
Citrus; John Nuccio, Continental Oil 
Co.; Dave Lambert, Parliament, and 
Sam Tarricone, Carling’s Red Cap 
Ale. 


BETTY POWELL, timebuyer at 
Geyer Advertising, Inc., New York, 
has been named to handle the newly 
acquired Strongheart Dog Food 
(Doyle Packing Co., of New Jersey). 
The marketing area involved is the 
entire eastern seaboard and west to 
Buffalo and Pittsburgh. Miss Powell 
also buys for American Motors. 
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GLAMORENE, INC. 
(Product Services, Inc., N. Y.) 


At the last count, this firm’s big spot 
campaign (see Feb. 11 Spot Report) is now 
in about 100 markets and still 

growing. Mort Reiner is the timebuyer. 


GREYHOUND CORP. 
(Grey Advertising, Inc., N. Y.) 


As predicted in Tele-scope March 25, 
this company is going all out in tv. It is on 
its way to a million-dollar spot campaign. 
To begin fresh, Greyhound canceled 

its running schedules in almost all of 

its markets, but it is picking up other 
markets beginning in the far west. The 
new campaign is expected to gain top 
momentum in May and at that time 

will go all over the country. Placements 
will be made for 13 weeks and consist 

of nighttime minutes, 20’s and ID’s. 

Joan Rutman is the timebuyer. 


HEIDELBERG BREWING CO. 


(MacFarland, Aveyard & Co., 
Chicago) 

An all-out, all-media campaign is being put 
out by this brewery for its “Slow Brewed” 
beer. Included in the effort will be 
animated filmed spots running in Heidel- 
berg’s markets in California, Oregon, 
Washington and Idaho. Beverly Hicks is 
the timebuyer. 


LEVER BROS. CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N 

Schedules will be coming up for BREEZE 
starting at the end of April. Doug Yates 

is the timebuyer. 


LEVER BROS. CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


The big spot movement for WISK is still 
rolling. Lever is buying new and additional 
schedules. Doug Yates is the timebuyer. 


LEVER BROS. CO. 
(Ogilvy, Benson & Mather, Inc., 
N. Y.) 


DOVE is still on the move. It came into 
New York April 2 and on May 5 will 

be starting in 12 Pennsylvania markets. 
Then, sometime in June, the product will be 
running spots on the West Coast. Ann 
Janowicz is the timebuyer. 


LEVER BROS. CO. 
(Ogilvy, Benson & Mather, Inc., 
N. Y.) 


For GOOD LUCK MARGARINE the com- 
pany is picking up new markets as well 
as adding to present schedules. Martin 
Kane is the timebuyer. 

(Continued on page 100) 





Tell you why NEW BEDFORD folks like WJAR-TV... 


aa naael oe - ttle conan ened 


“T guess the first reason would be that we like the programs 
we see on Channel 10. The movies are wonderful, you have 
most of our favorite big time stars, your news and sports 
programs have stories about New Bedford, and we can’t 
do without your weather forecasts. 

Another thing that means a lot is that we get such a good 
picture down here on Channel 10”. 


New Bedford is only part of the important Southeast New 
England market delivered by WJAR-TV. Check your 
Nielsen NCS2 survey for Channel 10’s coverage in Provi- 
dence, Worcester, Fall River, New London, Taunton and 
Brockton. 


No other television station covers Southeast New England 
like WJAR-TV! 
WJIAR-TV 
CHANNEL 


' war = 
ee ae — 
se fon 
>. 


PROVIDENCE 
RHODE ISLAND 
Represented by WEED Television 


April 8, 1957,, Television Age 99 








\\ROCKFORD 


0 


market power! 


WREX-TV 


it 


Scene of 


sales power! 


aa Wha 
channel 13 


CBS - ABC AFFILIATIONS 
telecasting in color 
represented by 
H-R TELEVISION INC. 
ROCKFORD, ILLINOIS 


100 April 8, 1957, Television Age 





Spot (Continued from page 98) 


NORWICH PHARMACAL CO. 


(Benton & Bowles, Inc., N. Y.) 
The PEPTO-MISMOL placements now in 


about 80 markets are running only until 
April 20. Helen Kowalsky is the timebuyer. 


PHILCO CORP. 

(Batten, Barton, Durstine & Osborn, 
Ine., N. Y.) 

There are co-op efforts being placed around 
the country for Philco’s portable tv set, 
SCAN-TENNA. At the same time, 
indications are that the company itself 
will be coming through shortly with its 

own spot activity. Ed Fleri is the timebuyer. 


PIONEER FLOUR CO. 

(Fitzgerald Advertising Agency, Inc., 
New Orleans) 

This firm will be running spots in 
something like a baker’s dozen of markets 
starting at the end of April for varying 
lengths. 


PLANTERS NUT AND 
CHOCOLATE Co. 


(Don Kemper Co., Inc., N. Y.) 

The agency which set up offices in New 
York to handle this account (see March 25), 
thought it could get a spot schedule 

but found 


started as a test on April 1, 





Cancer can’t strike me, 
I’m hiding. 





~ Cancer? 


The American Cancer 
Society says that too 
many people die of it, 
NEEDLESSLY ! That’s why 
I have an annual medical 
checkup however well I 
feel. I know the seven 
danger signals. And 
when I want sound 
information, I get it 
from my Unit of the 


AMERICAN CANCER SOCIETY -% 





ee 


WBC Bureau 


The Westinghouse radio and 
this 
started getting special coverage 
from the nation’s capital. WBC 
has established a Washington 
news bureau that will be feeding 


television stations month 





daily written, 
taped, filmed 
and, 


cial 


on spe- 

occa- 
sions, live 
news slanted 
specifically 
for the com- 
munities 
served by 


Wes 


house stations. 





tin g- 


Rod 


who was news direc- 


Heading the bureau is 


MacLeish, 
tor of the Westinghouse outlets in 
Boston, WBZ-wBz-Tv. Mr. Mac- 
Leish, a novelist, magazine writer * 
and nephew of poet Archibald : 
MacLeish, 


also cover news of national and 


says the bureau will 


international importance, such as 
major UN activities and possibly 
some overseas assignments. 
Currently the -bureau has Mr. 
MacLeish and an 
will build, he says, 


needs, 


assistant. It 
according to 
taking on more newsmen 
and its own camera crews in the 
near future. 





ST 





that it had to delay it until around April 
15. Ursula Schutman, media director, 
is the contact. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


There’s an expansion in the spot activity for 
BLUE DOT DUZ. Schedules of nighttime 
minutes and 20’s are being placed in 
markets outside the New England area, 
where this product has been mostly spotted 
up to now. Robert Liddel is the 
timebuyer. 


PROCTER & GAMBLE CO. 
(Grey Advertising, Inc., N. Y.) 


P&G has switched the handling of PIN-IT 
from Benton & Bowles to Grey. At the 
same time the new agency is getting 

under way with a spot campaign for the 
product. Dorothy Houghey is the timebuyer. 


(Continued on page 102) 








WFMY-TV Does A 





























Public Service Programing 

















Another reason why WFMY-TV has been the pref- 
erence of the Prosperous Piedmont section of North 
Carolina and Virginia since 1949. 





Greensboro 

Winston-Solem 

Durham 

High Point 

Solisbury 

Reidsville 

— wimy-ty . 

Pinehurst 

Southern Pines 

Fort Bragg 

Sanford 

Martinsville, Va. 

Donwile, Vo. GREENSBORO, N. C. 

Represented by Since 1949 

WFMY-TV...Pied Piper of the Piedmont Harrington, Righter & Parsons, Inc. 


"First with live TV in the Carolinas New York — Chicago — Sen Francisco — Allenta 
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How To Get Things Done | 


Better And Faster 


goood 


¢ athe & 
weeweescasoeas! 

- saeqeseac.a@k~ 
Wieisesacesecesrace 
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BOARDMASTER VISUAL CONTROL 


yr Gives Graphic Picture — Saves Time, Saves 
Morey, Prevents Errors 

yr Simple to operate — Type or Write on 
Cards, Snap in Grooves 

ye Ideal for Production, 
Scheduling, Sales, Etc. 

yy Made of Metal. Compact and Attractive. 
Over 100,000 in Use 


Full price S49 30 vith cards 
FREE 24-PAGE BOOKLET NO. TE-10 


Without Obligation 
Write for Your Copy Today 
GRAPHIC SYSTEMS 
55 West 42nd Street e New York 36, N.Y. 


Traffic, Inventory, 

















(Continued from page 100) 


Spot 


PROCTER & GAMBLE CO. 


(Young & Rubicam, Inc., N. Y.) 

On our check before press time, P&G was 
making plans to buy a lot of one-week 
schedules in April for SPIC AND SPAN. 
Charles Buccieri is the timebuyer. 


SPRING AIR CO. 
(local dealers) 


This maker of mattresses and box springs is 
setting up a tv spot co-op campaign 

in a score of markets throughout the 
country. This company is based in 
Chicago and consists of several inde- 
pendently owned organizations in other 
areas. The spot schedules will be 
handled by local agencies. R. M. Loeff 
Advertising, Inc., Chicago, handles 
national advertising for the firm. Judith 
Rubin, media director, is the contact. 


TEXAS CO. 
(Cunningham & Walsh, Inc., N. Y.) 


Another four-week campaign is beginning 
on April 15, using approximately the 

same markets as in the previous 

campaign (see Spot Report Feb. 25). 

Jerry Sprague is the timebuyer. 


THE TONI CO., 


division of Gillette Co. 
(Tatham-Laird, Inc., Chicago) 
The company is coming out with a new 





Jerry Sprague, timebuyer at Cunning- 
ham & Walsh, N. Y., is now buying 
schedules for the Texas Co. 


version of its WHITE RAIN shampoo and 
will introduce a new cream deodorant 
beginning in May. Currently there are 

no plans to open up any new tv markets for 
these products; the company will probably 
use existing outlets. Paul Schlessinger 

is the media supervisor on the account. 


WARD BAKING CO. 
(J. Walter Thompson Co., N. Y.) 


The second five-week effort of the year (see 
Spot Report Jan. 28) was supposed to 
begin around April 24, but it has 

been put off until sometime in May. Mario 
Kircher is the timebuyer. 








Improve Film Titles 
with TEL-Animaprint 


ior 
MOTICN PICTURE 
PROCUCERS, 
ANIMATORS, 
SPECIAL 
EFFECTS LABS., 
TV STATIONS, 
INDUSTRIAL FIRMS, 
ADVERTISING 
AGENCIES, ETC. 











The answer to economy in titling and artwork! The 
first sensibly priced HOT PRESS TITLE MACHINE 
for -< quality, fast lettering. Prints dry from col- 
ored foil for instant use. Acme give perfect 
registration on pap2r or acetate cells. Prints all 
colors. TEL-Animaprint tools for top techniques— 
greatest dollar for dollar value in the industry! 

ONLY $435 with improved heating control 


Write for TEL-Anima literature— 
covering every need for animation 


§.0.5. CINEMA SUPPLY COR 
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Rock-Steady Prints with 
TEL-Amatic. PRINTER 





PROFESSIONAL continuous contact sound and 
Picture printer for 16mm films. For color, black and 
white reversal, sound or silent films, Has outstanding 
features never achieved before in this price field. 


@ Semi-automatic 13 scene mechanical light change 
for frame line change. 

@ Large capacity of 12CO feet. 

@ Three-way aperture for sound, picture and com- 
posite at main sprocket. 

@ Prints over a 40-tooth sprocket for proper regis- 
tration of negative and positive films. 

@ Lamp holde takes filters for color printing. 

@ Footage counter and light change card indicator. 


TEL-Amatic Printer complete—ready for bench 
or table mounting. ONLY $1350 
TEL-Amatic Printer mounted on heavy 
floor pedestal .... ONLY $1495 


| 





Animation and Special 
Effects Camera Stand 
TEL-Animastand | “= 


Embodies features of 
photo enlarger, movie 
camera, micrometer and 
railroad roundhouse. 
Optical effects such as 
pans, angles, zooms, 
quick closeups and 
every variation fer trick 
photography is easily 
produced with the new 
TEL-Animastand. 
















A camera fitted 
to a moveable, 
counterbalanced 
vertical carriage 
photographs the 
art work. Takes 
even the heavi- 
est l6mm_ or 
35mm camera 
(Acme with stop 
motion motor 
illustrated) . 


All basic move- 
ments associated 
with high priced 
Stands are in- 
corporated. Ac- 
curaty is assured 





TEL-Anima sliding 
Pe TEL-Animastand with 

je TE pee § cell board rotated at 45° 

ork. Includes four Veeder Root counters which cali- 

brate 18” north/south movement 24” east/west travel, 

and zoom movements to the Art Table or Cel Board. 

Basic Unit : GNLY $2995 






Dept. N, 602 WEST 52nd St., NEW YORK 19, N. Y.—Phone: PL 7-0440, Cable: Sosound 
s Western Showroom: 6331 Hollywood Blvd., Hollywood 28, Calif.— Phone: HO 7-9202 








to all our 


A CORDIAL 
INVITATION TO 


H-R 
HOSPITALITY 
HEADQUARTERS 


THE 23RD FLOOR 
MORRISON HOTEL 


NARTB 


CONVENTION 
CHICAGO 


APRIL 7-Ti 








| mm CiTELevision inc. 
A REPRESENTATIVES,INC. | 





FRANK HEADLEY, President 
DWIGHT REED, Vice President 
FRANK PELLEGRIN, Vice President 
PAUL WEEKS, Vice President 


380 Madison Ave. 35 E. Wacker Drive 6253 Hollywood Bivd. 155 Montgomery Street 416 Rio Grande Bidg. 101 Marietta Street 520 Lovett Bivd. 910 Royal Street 529 Pan American 
New York 17, N. Y. Chicago |, Mlinois Hollywood 28. Calif. San Francisco, Calif. Dallas, Texas Bidg. Room No. 1D New Orleans, La Bank Bida 
OXford 7-3120 + we 6-643! Hollywood 2-6453 YUkon 2-5837 Riverside 2-5148 Atlanta, Georgia Houston, Texas Canal 3917 Miami, Florida 

A 


JAckson 3-7797 JAckson @-1601 F Ranklin 3-7753 


April 8, 1957, Television Age 103 











How GOOD is Good? 


When “WE” call it Good 
that’s a Claim 
When “YOU” cali it Good 


that’s a Fact 


Investigate the Claim 
to prove the Fact 


A trial will do this 
eee 


REVERSAL PROCESS IS 
THE MEANS TO BEST 
RESULTS ... 


REVERSAL DEVELOPING 

NEGATIVE D:IVELOPING 

DUPE NEGATIVES 

REVERSAL PRINTS 

REVERSAL PRINTS COLOR TO B&W 
POSITIVE PRINTS 

A & B and SOUND PRINTING 


KIN-0-LUX »< 


17 WEST 45th STREET 
NEW YORK 36, N.Y. 
JUdson 6-1880 





NAMES IN TELEVISION... 


THE MOST RESPECTED 
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Programs (Continued from page 88) 


About six months ago WESH-Tv Day- 
tona Beach originated a program called 
Nature Notes, designed purely as a 
public-service series to educate its 
viewers on such subjects as astronomy, 
botany, biology and so forth. Guest- 
ing on the program have been out- 
standing men in their fields from sev- 
eral Florida universities, as well as 
from the Museum of Natural History 
in New York. 

“We gave no thought to commercial- 
izing on this program,” says William 
G. Hall, wesH-Tv program director, 
“and from the start it was intended as 
a sustaining public-service venture. 
However, within a month we were ap- 
proached by a local businessman who 
wanted to be associated with the high- 
calibre endeavor. 

“Through the excellent preparation 
and presentation by its host, Dave Der- 
ringer, Nature Notes has become a 
series of which we are most proud. 
We feel that we have joined together 
a combination of education, informa- 
tion and entertainment, backed solidly 
by free enterprise in the form of com- 
Mr. 


mercial sponsorship,” Hall con- 


cludes. 


Impressive Line-Up 


KLZ-TV Denver has a rather impres- 


sive line-up of regularly produced 
public-service shows. On Saturdays 
from 11:30 a.m. to noon it offers 


Week-end Gardener, a live series done 
in cooperation with Colorado A & M 
College and the Denver County Agri- 
cultural Agent. 

On Sunday afternoons the station 
programs two shows in the public in- 
terest—Sounding Board, 1:30 to 2 
p-m., which has a panel of experts, 
guided by KLZ-Tv news director Shel- 
don Peterson, discussing topical issues, 
and Focus and Perspective, alternating 
in the 3-3:30 time slot, which are pre- 
sented by the University of Denver, 
the former dealing with matters of 
world and civic importance, and the 
latter featuring DU chancellor Chester 
M. Alter with reports on activities at 
the university. 

From 5:30 to 6 p.m. every Monday 
KLZ-TV offers Executive Report as a 
showcase for the only regular tv ap- 
pearances by the Mayor of Denver and 


socaneunanencannennneeiiy 


Daytime Growth 


A new promotional study by 
Edward Petry & Co. shows the 
rapid growth of daytime tv in the 
last four years against the rela- 
tively slight increase in rates. 

Using 1953 as the base year 
(figuring that to be the first year 
of full-time daytime program- 
ming), the study shows that 17 
million families have been added 
to the audience—an 80-per-cent 





increase in set saturation. 


Applying Nielsen  sets-in-use 


to set-ownership for typical 
months in 53 and °56, the study 
shows that daytime viewing has 
doubled. 

At the same time, the study 
says the increase in audience has 
not been reflected in the rates. In 


°53, daytime spot rates were gen- 


5 

erally 50 per cent of the night- 
time level. Today they range be- 
tween 25 and 35 per cent of 
Class A. And today’s daytime 


package plans provide for dis- 





counts up to 50 per cent. 

In a good many cases, says the 
study, today’s daytime rate is 
actually lower than the °53 level 
for the same time period. 





the Governor of Colorado, reporting 
directly to the people of the city and 
the state. But the program which con- 
stitutes perhaps KLZ-TV’s most out- 
standing public service is House of 
the Lord, 11 a.m. to noon each Sunday. 

Until last October the pre- 
sented ministers of all faiths with in- 


series 


spirational material in the form of 
stories and messages. That format was 
enlarged to telecast Sunday-morning 
services direct from Denver’s 13 houses 
of worship. Two remotes originate on 
successive Sundays from each church 
or synagogue for a 26-week series; 
each telecast is a live transmission de- 
picting the actual services performed, 
with no alterations for the benefit of 
the cameras. “We merely lend an eye 
and an ear to the service as it is nor- 
mally performed,” says Fred Dravland, 
KLZ-TV director of the program. “We 

change nothing.” 
KLZ-TV points to one “dramatic re- 
sponse” in particular as proof of the 
(Continued on page 106) 
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Inspots”. . . 
there's no substitute for experience 


Producing TV commercials demands expert know-how! The kind of 
know-how that comes only with years of experience. 





In 1948 Universal-International was the first major film company to offer 
its vast studio and technical facilities to TV advertisers. 


Since then—-starting with a spot series for Lux— Universal’s list of clients 
has grown and grown. 


In addition to an entire 400 acre movie-making city, Universal boasts a 
complete staff, skilled in the very special requirements of television. 





But — the proof of the spot is in the viewing. What Universal-International 
has done for other successful advertisers, it will do for you! Why not see! 


UNIVERSAL PICTURES TELEVISION DEPARTMENT 


New York Office—445 Park Avenue 
Ul 


Telephone: PLaza 9-8000 


Hollywood Office — Universal Studio, Universal City 
George Bole in Charge of Production 





Telephone: STanley 7-1211 


Write for free illustrated brochure. 


ror we A A 


PROFESSIONAL TOUCH 





APPLIANCES 


R.C.A. 
Ronson 


AUTOMOTIVE 


Chevrolet 
Chrysler 
De Soto 


General Motors 
Mercury 


BEAUTY 


Camay 
Colgate Soap 
Lustre Creme 
Lux 


BEER 
Budweiser 
Burgermeister 
Narragansett 
Pabst 


CIGARETTES 


Hit Parade 
Marlboro 
Old Gold 
Parliament 
Philip Morris 








FOOD 


Campbell Soup 
Foremost Dairies 
Kellogg 
Langendorf Bread 
Pillsbury Co. 


HOUSEHOLD 


Du Pont 
Eastman Kodak 
General Electric 
Lava 

Lux Liquid 
Scott Paper Co. 


US. Steel 
Products 


OiL & GAS 


Conoco 
Union Oil 


SOFT DRINKS 
Pepsi Cola 


INDUSTRIAL FILMS 


American Stock 
Exchange 

Calvin Bullock, 
Ltd. 


U.S. Army Reserve 
U.S. Steel 
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Programs (Continued jrom page 104) 


power of this series. Ministers of the 
Denver Area Council of Churches had 
appealed from their pulpits for two 
weeks prior to last Christmas Day for 
Denver families to open their homes 
to servicemen on that day. They re- 
ceived 59 acceptances. 
By comparison, Rev. Vern Cling- 
man, of the Methodist 
Church, had a propitious occasion on 
Sunday, Dec. 23, to make the same 


appeal to the tv audience when his 


Emanuel 


church services were telecast on House 
of the Lord. The complete quota of an 
additional 166 homes for servicemen 
who had requested a hearthside Yule- 
tide was filled by mid-afternoon of the 
for the rest of that day 
and night calls were turned away—not 


following day; 


enough soldiers to go around. 
“And this,” says Rev. 


“was not a giveaway, 


Clingman, 
remember, but 
a case in which we demanded some- 
thing from the callers ~ 

Like all Storer Broadcasting Co. tv 
and radio operations, WJBK-TV Detroit 
is extremenly public-service-conscious. 
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During 
available Chicago hotel rooms are fre 
quently taken. 

You can be assured of comfortable ac- 
commodations in the heart of the Loop, 
anytime, by writing for your FREE “Pre- 
ferred Guest Card" from the Hotel Ham 
ilton, today. The Hamilton—preferred by 
the family, and business executives for 
downtown convenience and courteous hos- 
pitality at sensible rates — guasantees 
(with advance notice) reservations any 
time of the year to you, the preferred 
Ask for your 
today . . 


guest. 


Card," 


The three programs currently on the 
air which Ralph R. Rust, the station’s 
program director, feels representative 
of WJBK-Tv’s best efforts in this direc- 
tion and which are presented every 
week “with considerable pride” are 
Detroit Speaks, Youth Speaks Its 
Mind and Cartoon Classroom. 

The first is telecast under the super- 
vision of George W. Cushing, WJBkK- 
TV’s community-projects director, each 
Sunday at 4 p.m. for a half-hour and 
offers authoritative guest panelists dis- 
cussing a topic of importance to metro- 
politan Detroit residents. Youth Speaks 
Its Mind, also on Sundays, from 1:30 
to 2 p.m., has four high-school stu- 
dents appearing each week to give their 
opinions on a question about global, 
national or local events, while Cartoon 
Classroom is slanted toward educa- 
tional entertainment for young chil- 
dren every Monday, Wednesday and 
Friday from 9 to 9:45 a.m. 

In Easton, Pa., WGLV’s most popular 
public-service program is Your Schools 

1 Action, produced the second Mon- 
day of each month in cooperation with 
the Easton-Forks Township and _ the 





u CHICAGO 


BUSINESSMEN, 
EXECUTIVES, 
FAMILIES 


certain convention periods, all 


“Preferred Guest 
- at no obligation. 


, STHE LITTLE SQUARE 


Chicago's Newest 
restaurant and lounge 


Bice 


“Preferred by guests in CHICAGO" 
20 SOUTH DEARBORN HOTEL 
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Easton Area Joint School System. The 
station clears the 8-9 p.m. hour for the 
show, rather than relegating it to 
morning or afternoon time slots when 
parents and other adults who want to 
watch it cannot do so. 

The programs, touching on all sub- 
jects and ages from kindergarten to 
high-school graduation, are done as 
with actual 
reproduced in  WGLY’s 
studios for the monthly hour. “We 
want,” says Edward Tracy, 


realistically as possible, 
classrooms 


superin- 
tendent of the area’s school system. 
“to show the viewing audience exactly 
what goes on in our schools.” 

Being a comparatively new station, 
KILT El Paso has not been able to un- 
dertake as many public-service ven- 
tures as it would have liked. It did, 
however, produce an 18-hour telethon 
last January that fruitful 
$10,000 in pledges—to the cause that 
was represented, the March of Dimes. 


proved 


Lasted 18 Hours 


The telethon began at 10 p.m. on 
Jan. 19 and continued until 4 p.m. the 
following day, with professional enter- 
tainers from the southwest, as well as 
a number of local performers, keeping 
things going through the long stretch 
under the emceeing of Ed Winton. 

wicu Erie, Pa..’ 


in its Future Farmers of America show, 


takes special pride 


a once-a-week public-service feature 
which has been on the station since 
May 1952. Each 15-minute stanza is 
planned and produced by farm boys 
under the guidance of area high-school 
Biron 
Decker, executive director of agricul- 


agricultural teachers and Dr. 


tural education in Erie County, who 
has been host of the show since its in- 
ception. 

To discuss and demonstrate all 
phases of the boys’ agricultural train- 
ing, such items as farm machinery, 
livestock, special building projects and 
an array of posters, pictures and pre- 
pared demonstrations are on hand for 
the program each Thursday afternoon 
in WICU’s studios. 

The contribution of wBap-Tv Ft. 
Worth to on-the-air education is an 
8:30 to 9 p.m. Saturday program yclepi 
Let’s Teach. Like so many similar tele- 
courses across the country, this one 
also makes college credits available to 


(Continued on page 108) 












VENARD, RINTOUL & McCONNELL, INC. 


OFFERS 


The Lamp Of EXPERIENCE™ 





OUR CHECK YOUR 
EXPERIENCE NEEDS 
Station Sales Experience (local) . ; ; Wag 
Station Sales Experience (national) , , Pag 
Station Ownership Experience : . : LT 
Station Sales Management Experience. ‘ Bau 
Station Program Management Experience : [ 


Station Research Experience ‘ ; : | 
Station Finance Experience ° E , wm 
Station Promotion Experience ; : ; ea 


Representation Management Experience . ' Ee # 
Representation Sales Experience . , ; Lo 
Representation Research Experience F ‘ Lt 


Network Relations Experience . ; ; Ze 


Network Sales Experience . : : | L | 
Technical Experience : : : ‘ = ol 


Py 
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*) have but one lamp to guide my feet, and that is the lamp of experience. 


— Patrick Henry 
Balanced Experience 


VENARD, RINTOUL & McCONNELL, INC. 


TV & Radio Station Representatives 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 
Convention Headquarters Conrad Hilton Hotel 
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Programs (Continued from page 106) 


viewers. The format is a lecture presen- 
tation, aided by suitable still photos 
and motion-picture film. 

In addition to the instructor and the 
one to three college students who par- 
ticipate in the show, personnel and 
pupils from the local public-school sys- 
tem are introduced into the proceed- 
ings from time to time. Aside from its 
primary purpose, Let’s Teach is also 
being used as an in-service training 
program or refresher course by a num- 
ber of school systems in the coverage 
area. 

KFBB-TV Great Falls, Mont., recently 
built a 13-week series, titled Montana 
Institute of the Arts Television Festival, 
on the supposition that there are many 
people in the arts and crafts whose ef- 
forts are hidden under the “bushel of 
a daily work load.” The series, mapped 
out in conjunction with the Montana 
Institute of the Arts, dealt with pot- 
tery design and modeling, lithography, 
water colors, oil painting, sculpture, 
weaving, portraiture, children’s art, 





Among Us Towers 

















GRAND ToweR- DAMASCUS 
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silk screening and etching. 
Businessmen and women, each one 
exhibiting examples of his or her ar- 
tisanship, appeared on the programs to 
show that the arts and crafts need not 
be submerged because of the pressure 
of regular work. The Festival was 
scheduled from 10:30-11 p.m. Wednes- 
days, in the time of a network show 
which had cancelled the market. 


Questions Asked 


“The first week,” says William E. 
Spahr, KFBB-Tv assistant manager and 
producer-director of the Festival, “the 
show was not too well received, and 
viewers were disappointed because of 
the network-show termination. The 
next week we had a few phone calls dur- 
ing the program from viewers request- 
ing permission—which was granted— 
to ask questions of those appearing on 
the show. This became a regular part 
of the format. 

“Following the two programs on pot- 
tery, we decided to lengthen the show 
to 45 minutes—10:30 to 11:15 p.m.— 
because of the calls and the increase 
in mail. After eight programs, we 
again lengthened it to run a full hour, 
to 11:30. Despite the fact that this is 
marginal time on a week-night, when 
most people go to bed early, we felt 
that the response we were getting justi- 
fied the extension. 

“My own experience in preparing 
these programs,” continues Mr. Spahr, 
“proved to me that in the long run we 
shouldn’t have extended them. We 
should rather have extended the series 
and run two half-hour programs where 
necessary, instead of one long one. We 
did achieve what we set out to do, 
however—namely, to arouse an interest 
in the arts and crafts on the local and 
state level.” 

When a recent ruling by the Depart- 
ment of Agriculture to provide only 50- 
per-cent support of three commercially 
undesirable varieties of tobacco created 
a critical situation in the flue-cured to- 
bacco area of eastern North Carolina, 
wncT Greenville invited experts from 
all phases of the tobacco industry, par- 
ticularly those with the greatest in- 
fluence on farmers in the area, to par- 
ticipate in a televised panel-discussion 
effort to suppress the planting of the 
“outlawed” varieties. 

In view of the situation’s importance, 


the station let the program run as long 
as was necessary; all regularly sched- 
uled shows were put on a stand-by 
basis. The panel began at 1:30 p.m. 
on Jan. 12, a Saturday, and continued 
through two hours and 40 minutes of 
pointed discussion on all angles of the 
controversy, including the answering 
of telephone questions from the farm- 
ers by members of the panel best quali- 
fied. 

With a change in the economy of 
the area a definite result of the ruling, 
a second panel discussion, having as 
its topic “Supplemental Income for To- 
bacco Farmers,” was scheduled for 
March 2 by wnct, which reported re- 
action of its viewers to both programs 
as “most favorable.” 

An outstanding contribution to pub- 
lic service was made last Feb. 21 by 
wtpa Harrisburg when it sent a nine- 
man mobile unit on a 110-mile trip to 
the Presbyterian Hospital in Philadel- 
phia to telecast an operation on the 
human heart. The one-hour program 
was designed to create interest in Har- 
risburg’s Heart Fund drive, the goal 
for which has now been exceeded be- 
cause of local public awareness of and 
response to the telecast. 


Dozen Programs 


At the present time, wHcT Hartford 
has an even dozen public-service pro- 
grams on its schedule. Eight of them 
are live shows, and following are five 
which program director John O. Dow- 
ney feels are “outstanding”: 

® Learn and Have Fun, viewed Sat- 
urdays from 12:30 to 1 p.m., was de- 
veloped to appeal to children of pri- 
mary-school age and includes the use 
of educational films on nature to sup- 
plement the live demonstrations. Flippy 
the Clown, a well-established local tv 
attraction, integrates humor and en- 
tertainment with the educational as- 
pects of the show. 

® Accent on Living, which follows 
Learn and Have Fun for a half-hour 
Saturdays at 1:30, covers a variety of 
health subjects with the intention of 
better through 
proper usage of health knowledge and 


encouraging living 
services. Doctors, nurses, therapists 
and police narcotics officers are among 
those regularly taking part in the 
show. 


(Continued on page 110) 











BELL & HOWELL VIDICON PROJECTORS 


Versatile Programming... Low Initial Cost 


Originally produced to meet 
rigid JAN (Joint Army-Navy) 
specifications, this Bell & 
Howell projector is noted for 
its ruggedness, trouble-free 
performance, simplicity and 
ease of servicing. It includes 
the following special features: 
Optical and magnetic sound 
reproduction e Fixed-axis 
framing e« Easy threading 
Built-in loop setter e For- 
ward and reverse « Operating 
hour meter e« Single-phase 
operation e6OO0-ohm balanced 
line output. 





As an integral part of Vidicon film chains, this new 16mm 
Bell & Howell projector provides many unique advan- 
tages. For example, you get complete manual control, 
plus connection for remote control. At the push of a 
button, you can change from picture and sound on one 
projector to the same set-up on the other. 

This Bell & Howell projector also conforms to pro- 
posed new ASA standards for placement of magnetic 
sound. Ali in all, the full potential of versatile program- 
ming is in direct proportion to the creativeness of your 
production people. 

Talk to your Systems Supplier soon. His quotation 
will be a pleasant surprise. Or write for specifications on 
Design 614 CVBM projector. Bell & Howell, 7138 
McCormick Road, Chicago 45, Il. 


. FINER PRODUCTS THROUGH IMAGINATION 


Belle Howell 
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® Eye on Connecticut, also Satur- 
days, at 4:30-5 p.m., offers an oppor- 
tunity for community leaders to sift 
local, civic and state problems. Typical 
programs have included a sound-on- 
film visit to Connecticut’s State Legis- 
lature, “What Are Our Schools Doing 
for Gifted Children?” and “Knowing 
Your State Constitution.” 

® Light of Faith, Sundays between 
9:30 and 10 a.m., is a live series of 
religious programs produced by WHCT 
alternately for Jews, Protestants and 
Catholics. Each group has a represen- 
tative working hand-in-hand with the 
station on the production of these 
shows. 

Rehearsal Before Camera 

© Opera Backstage, 2-2:30 Sunday 
afternoons, is a five-week skein ex- 
plaining the selection, translation, cast- 
ing, staging and final presentation of 
Gluck’s opera Armide. Costumes are 
created, staging effects developed, au- 
ditions held and singers and music re- 
hearsed all in front of the wHcT 
cameras. 

On Jan. 28, from 8 to 8:30 p.m., 
KTRK-TV Houston originated a remote 
from Pier 13 at the Port 
Basin, the termination of 
Houston’s ship channel. The purpose 


Houston 
Turning 


of the telecast was to urge Houstonians 
to go to the polls three days later and 
vote “yes” for a port bond issue which, 
if passed, would make available $7 
million to build additional dock facili- 
ties, vitally needed to relieve the over- 
crowding that had dropped the port of 
Houston from second to fourth place 
in national ratings for 1956, despite its 
tonnage and financial gains. 
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On the program, titled Day of De- 
cision and the culmination of a month- 
long spot campaign KTRK-TV ran urg- 
ing citizens to vote, Ray Conaway, the 
station’s news director, and Lloyd 
Gregory, information director for the 
District, 


cross section of people concerned with 


Navigation interviewed a 
passage of the bond issue—port ofh- 
cials, dock workers, ship captains and 
crew members. 

While no conclusive proof can be 
offered that Day of Decision was di- 
rectly responsible for the outcome of 
the voting, the bond issue nevertheless 
was passed by a narrow margin. 

WHTN-TV Huntington, W. Va., in 
conjunction with the Women’s Club of 
Huntington, this season presented as a 
public service a series of 13 weekly 
programs, each one placed as a quar- 
ter-hour segment on the station’s daily 
1-1:45 p.m. women’s show, The Femi- 
nine Touch. Hostess Jan Gallagher as- 
sisted the representatives of the Wom- 
en’s Club in some instances, but the 
major portion of the series was set up 
by Club members. 

Eleven of the programs discussed the 
activities of members in community 
life, showing the benefits each obtained 
from the Club’s general function. Only 
two sessions were directly concerned 
with Women’s Club activities; some of 
the series presented filmed records of 
the Club’s sponsorship of charity bene- 
fits and variety shows to aid needy 
causes; four programs dealt with chil- 


dren’s activities, detailing youthful 
problems and showing how to assist 


youngsters in different play habits. 

Still other programs in the 13-week 
string had to do with adult educational 
projects, community affairs and treat- 
ment of community-interest problems, 
proper technique for telling stories to 
children and discussions in the field of 
contemporary art by an instructor from 
the Huntington Galleries, a local art 
center. 

Huntington’s channel 3 station, wWSAz- 
TV, has a scholastic program as its most 
successful public-service venture. The 
Camera Goes to School has been on the 
air for well over three years and serves, 
the station feels, a definite community 
need. The show has worked on every 
level from elementary school through 
college, and its latest endeavor is the 
presentation of a 


regular college 


course in sociology. 

The preliminary course, Sociology 
200, dealing with the organization and 
structure of society, is seen three times 
weekly, Mondays, Wednesdays and 
Fridays at 2-2:30 p.m. Dr. J. T. Rich- 
ardson, head of the Department of 
Sociology at Marshall College, is a 
regular instructor. Students are trans- 
ported from the campus to the WSAZ-TV 
studios for the 50-minute class period, 
of which only the half-hour lecture is 
televised. 

KTVH 
half-hour of public-service program- 


Hutchinson, Kan., carries a 


ming in two sections, the first of which 
is called Helen Gard Presents and the 
second RFD. Section one incorporates 
interviews on current national, state 
and local projects, plus a running edu- 
cational series of programs put on by 


the nine colleges in the KTVH area. 


Planned in Advance 


Some schools do two programs a 
month, others only one. These are 
planned far in advance and are pre- 
sented to show the productivity of each 
college or university and what the 
schools do for their students. The in- 
terview portions of the program are 
handled by the station’s public-service 
director, Mrs. Helen Gard. 

The RFD segment, pertaining to 
rural and farm needs, is presented by a 
county agent who either produces the 
whole show himself or utilizes mem- 
bers of farm groups to emphasize 
training, soil conservation and other 
rural aspects especially applicable to 
the area. The program is under the 
supervision of the Kansas State Agri- 
cultural College at Manhattan, Kan. 

One of wairR-Tv Knoxville’s leading 
public-service offerings is the Univer- 
sity of Tennessee telecourses, presented 
Monday through Friday for 30 min- 
utes at 9 a.m. The programs are regu- 
lar college courses, some for regular 
college credit, some for non-credit, and 
to date they have included political 
science, child psychology, music and 
art appreciation, English refresher and 
vocabulary building. 

Each telecourse is a straight instruc- 
tion course conducted by university 
faculty members in classroom fashion. 
Any WBIR-TV viewer may enroll for 
college credit by paying registration 


(Continued on page 112) 
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fees at the university, watching the 
courses at home and taking a written 
examination at the university at the 
conclusion of the particular courses, 
each of which is televised twice weekly 
for 13 weeks. 

Some 11,000 people watch the tele- 
casts daily, according to the latest sur- 
vey made by the station, which utilizes 
11 of its personnel in presenting the 
programs under the producing aegis 
of Tennessee U.’s Frank Lester. 

Each Thursday evening from 7:30 
to 8 is set aside by KLAs-Tv Las Vegas 
to showcase the city’s police and fire 
departments as a public service. Your 
Police Department and Cause for 
Alarm alternate weekly in the time slot, 
with each program consisting of re- 
enactments of actual case histories, 
selected not only for story content but 
also to bring to the public an under- 
standing of all phases of police work 
and fire-fighting. 

The officers and men of the two 
Las Vegas departments produce their 
shows, as well as acting in them, on 
film supplied, along with other equip- 
ment, facilities and technical and pro- 
duction advice, by KLAs-Tv. Reaction 
to the series has been, states the sta- 


” 


tion, “exceptional and far-reaching. 


Notable Success 

KOLN-TV Lincoln has for the past 
two years telecast a March of Dimes 
benefit show. The Governor of Ne- 
braska, all of the talent and some 
30 of the station’s staff members gave 
their services to make last January’s 
program particularly successful. And 
in an unusual example of practicing 
what one preaches, all the participants 
in the show, including the Governor, 
were given polio shots on-camera to 
emphasize the importance of adults re- 
ceiving the Salk injections. 

Operating on the premise that pub- 
lic-service programming need not be 
handled as a “duty” or “obligation” to 
fulfill FCC license requirements, but 
rather can become an unusual oppor- 
tunity for creative, effective produc- 
tions, KNXT Los Angeles has toiled in 
this particular vineyard with notable 
success, evidenced in a total of 75 
awards received by the station for pub- 
lic-service programming excellence. 


During 1956 KNxT aired 18 separate 
and distinct series as its contribution 
to the educational and cultural life of 
southern California. Among the pub- 
lic-service shows the station has tele- 
cast or is currently programming are 
the following: 

* Journey, an ambitious 20-week 
teleseries on 20th Century man, his 
present problems and future aspira- 
tions as expressed in the fields of phil- 
osophy, music, art, science and litera- 
ture. Aired Sundays from 4 to 4:30 
p-m., Journey was named as the na- 
tion’s “outstanding educational series 
on a local station” by the 1956 Syl- 
vania Awards Committee. 

* Renaissance on Tv, an 18-week 
skein devoted to a study of the intel- 
lectual awakening of the Western world 
during the period known as the Renais- 
sance. Produced in cooperation with 
the University of Southern California’s 
Francis Bacon Foundation Arensberg 
Lecture Series, and featuring Dr. 
Frank Baxter, this program presented 
13 of the world’s leading Renaissance 
scholars gathered from all over the 
United States. 

* Learning °56, a 52-week series pro- 
duced in conjunction with the Los An- 
geles City and County School Systems 
since its inception on KNXT in 1952. 
Teaching techniques and actual class- 
room situations are depicted on this 
series, which last year offered for the 
first time “teacher credits” necessary 
for improved professional status and 
salary increases for Los Angeles Coun- 
ty’s 35,000 school teachers. 

* Cavalcade of Books, a 30-minute 
stanza now in its seventh year of regu- 
lar telecasting, presenting book reviews 
and featuring Mrs. Georgiana Hardy, 
a member of the Los Angeles Board of 
Education, and Turnley Walker, lit- 
erary critic and author. In addition to 
the tome critiques, authors are invited 
to the program to discuss the story 
and planning behind their literary cre- 
ations. 

Other KNxT public-service endeavors 
have concerned themselves with re- 
ligion, the Marine Corps, Shakespeare, 
opera, income tax, the National Tu- 
berculosis Association and Presidential 
conventions and elections, into all of 
which, claims the station, “have been 
poured as much time, energy and 
money as has been invested in com- 


mercial shows.” 

KRCA Los Angeles programs, among 
other endeavors in the public interest, 
a weekly half-hour series seen on Sun- 
day afternoons and titled Teen-age 
Trials. Provocative and timely, the 
stanza devotes itself to a different ieen- 
age problem each week, with a panel 
of four outstanding high-school stu- 
dents and a judge of the Superior 
Court of Los Angeles giving their opin- 
ions as to how it might best be solved. 

Get the Facts, another KRCA project. 
brings a current community-interest 
problem before a televisio forum for 
discussion once a week. Many leading 
citizens of the area appear on this 
series, and the topics talked about are 
always of vital importance to the 
locality. Aiding and abetting the par- 
leys are two prominent reporters from 
the Los Angeles Examiner. 


Sunday School 

Also on the station’s public-service 
agenda is a Sunday school for young- 
sters under the title of Faith of Our 
Children, conducted every two weeks 
by a motion-picture personality, among 
whom have been Eleanor Powell, Joan 
Vohs. Colleen Townsend, Coleen Gray 
and Barbara Rush. 

On April 10 What’s Your Question? , 
the most effective’ community-service 
program on WHAS-TV Louisville, will 
celebrate its sixth anniversary. Aired 
Wednesday nights from 10 to 10:30, it 
has the station’s news director, Bill 
Small, and news editor, Jay Crouse, 
addressing pertinent and pointed ques- 
tions to a newsmaker of the moment. 
The queries are phoned in by viewers, 
who get advance on-the-air notice of 
the subject and guest of the evening. 

Guests, all of them prominent and 
from every field of endeavor, have 
ranged from senators, congressmen 
and a former Kentucky governor to 
basketball coaches. Each program 
prompts an average of 150 viewer 
questions, which are screened by the 
station only for decency and to avoid 
any of a loaded when-did-you-stop- 
beating-your-wife nature. 

Part of the public-service program- 
ming on KDUB-TV Lubbock, Tex., a 
series of 13 once-a-week, 30-minute 
panel sessions called Traffic Report of 
the Air, presented during 1956, was a 
good example of how a tv station in 
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a small or medium market can con- 
tribute to the well-being of the com- 
munity it serves. The show offered 
Dudley Williams, executive secretary 
of the Lubbock Citizens’ Trafic Com- 
mission, as moderator in interviews 
with leading figures in area traffic en- 
forcement and planning. Points were 
illustrated with charts and photos of 
dangerous intersections, installation 
and operation of warning devices and 
of accidents of the previous week. 

A “safe-driving award” certificate 
was presented on each program to an 
area driver nominated by viewers, 
with other awards made to agencies 
and individuals cooperating with the 
Citizens’ Traffic Commission. Some of 
the shows had their grimmer—but ef- 
high-school 
victims of highway accidents, brought 
into the KDUB-TV studios on ambulance 


fective—moments: two 


cots; 50 grisly pictures of the area’s 
worst smashups, with commentary tai- 
lered along the lines of the famed 
Reader’s Digest article, “And Sudden 
Death”; graphic accounts by the owner 
and employes of a local ambulance 
service of the effects of recent auto 
accidents. 


Tribute to Program 

Perhaps the best tribute to the effec- 
tiveness of Traffic Report of the Air 
was given by the Lubbock police de- 
partment in crediting the program with 
gaining the needed public acceptance 
to issue some 32,000 moving-violation 
citations last year. as against 18,000- 
plus in 1955. 

For the past three years WLVA-TV 
Lynchburg, Va., has been program- 
ming Pets for Adoption, a quarter- 
hour show every Saturday at 4:45 p.m. 
devoted to placing animals from the 
local Humane Society in the hands 
of responsible owners. 

The show, according to the station. 
has done a threefold job: it has pro- 
vided literally thousands of animals 
with good homes, it has enabled the 
heretofore almost bankrupt Lynch- 
burg Humane Society to show a sur- 
plus of funds, through adoption fees, 
and it has provided wiva-tv with “a 
rather surprisingly large regular view- 
ing audience.” 

A series of programs called School 
Today was one of the highlights of 
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the public-service schedule on WMAZ-TV 
Macon during the 1954-55 and 1955- 
56 school terms. Seen Monday through 
Friday from 11 to 11:30 a.m., the 
show was designed to acquaint parents 
in the home, and others interested in 
education, with the various activities 
in the Bibb County public-school sys- 
tem—what was being taught, and how. 

In addition to on-camera classroom 
and study periods, School Today also 
encompassed a series on Youth Views 
the News, a panel-type show with an 
adult moderator and high-school stu- 
dents participating; a series of Honor 
the Name programs, historical stanzas 
planned around the person for whom 
the particular school was named, and 
two “teaching” classes for adult view- 
ers—Sewing Can Be Easy and Helps 
for Young Homemakers, conducted by 
vocational-school instructors. 

In line with its definition of a com- 
munity project as “a local need of 
general public concern, determined by 
a panel of representative citizens and 
capable of accomplishment within a 
reasonable length of time,” WGBS-TV 
Projects 
Department, has a regularly scheduled 
half-hour program which runs on alter- 


Miami, via its Community 


nate weeks in Class A time. Programs 
cover every conceivable type of local 
topic, ranging from beautification of 
Miami's streets—Operation Beauty- 
front —to election issues — “What 
Would Home Rule Do for Dade 
County ?.” with the Mayor, judges, city 
attorneys and councilmen as panelists. 

The Law Says is the program which 
alternates with the community-projects 
stanza. Produced by the Dade County 
Bar Association in cooperation with 
weGss-Tv, the time is devoted to dis- 
cussions by a panel of lawyers of 
questions submitted by the public via 
telephone during the program. Each 
half-hour is concerned with a particu- 
lar phase of law, with two lawyers 
handling the “prosecution” and two 
others the “defense.” 

Other wess-Tv public-service en- 
deavors cover a wide field of subjects: 
Educational Workshop, two religious 
programs, daily Farm Bulletin and a 
Monday-Friday program titled Con- 
versation Piece and offering live inter- 
views on assorted local activities—i.e., 
March of Dimes, 4-H Clubs, polio 
drives, hospital 


fund-raising cam- 


paigns. 


Last Feb. 22 the Freedoms Founda- 
tion at Valley Forge presented its 
George Washington Honor Medal to 
wTvJ Miami for a 30-minute program 
called Listen to the People, one in a 
series of 17 half-hour public-service 
shows aired by the station last year 
and dealing with such matters as juve- 
nile delinquency, crippled children, the 
local police, hurricane safety and edu- 
cational television. 

In addition to winning the top iv 
award of the Freedoms Foundation. 
wTvJ also points with justifiable pride 
to the other 64 national and local 
plaques and trophies it has snared dur- 
ing recent months, all of them honor- 
ing the station’s efforts in the public 
interest. 


Reflect’s City 

“Holding a mirror up to Milwaukee” 
is the credo of the Department of Pub- 
lic Affairs at wx1x, the CBS-TV net- 
work station in that city, and a number 
of regularly scheduled series of live. 
weekly studio productions is presented 
in line with the objective of reflecting 
back to the community a video image 
of greater Milwaukee’s cultural and 
civic institutions, activities and per- 
sonalities. 

Among these public-service “reflec- 
tions” currently is Milwaukee Reports, 
an award-winning series so designed 
that the viewer may better evaluate for 
himself the merits of opposing political 
philosophies, legislative acts and prom- 
inent figures concerned with local, 
state, national and international af- 
fairs. Politicians and statesmen on all 
these levels regularly make appear- 
ances before the Milwaukee Reports 
panelists. 

Upon the termination of Philosophy 
and You, a television college-credit 
course produced in cooperation with 
Marquette University and _ bearing 
upon ethics as they are related to the 
average individual’s everyday exist- 
ence, WXIX introduced a new televised 
course, The Art of Good Reading, 
which is presently garnering greater 
response than did its predecessor. 

The station also programs Billy’s 
Quiz, a literary, audience-participation 
(home and studio) quiz format ex- 
pressly for and by children; Your City 
Speaks, which brings together Milwau- 
kee Common Council aldermen and 
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*BUT, if it’s a rating you want, 
look at the 
Providence Television ARB 
for February, 1957: 


SHARE OF AUDIENCE 
WPRO-TV 2nd Sta. Others 
SIGN-ON TO NOON 


NO 62.3% 34.2% 3.9% 


NOON TO 6:00 P.M. 
Mon. thru Fri. 51.7 42.1 6.5 


6:00 P.M. TO MIDNIGHT 
Sun. thru Sat. 52.3 43.1 4.6 





As for WPRO Radio, the brand new 
1957 Pulse Area Report proves conclu- 
sively that WPRO continues to be the 
number one Rhode Island station by 
a decisive margin. Ask your Blairman 
for the facts! 


* Leadership is service! And for over 25 years, a 
basic operating principle of Cherry & Webb Broad- 
casting Company has been — public service builds 
public acceptance! 

Public service awards adorn our walls. Our files 
bulge with letters of appreciation from civic, reli- 
gious, educational and charitable organizations. 
They testify we are ever mindful of our public trust. 

And, Cherry & Webb Broadcasting Company 
believes public service extends beyond on-air per- 
formance. That's why Cherry & Webb sponsors a 


Youth Orchestra project in cooperation with the 


Rhode Island Philharmonic Orchestra. That's why 


Cherry & Webb presents annual University of Rhode 
Island Summer Music Camp scholarships to the award 
winners of WPRO’s ‘Youth in Music’ program series. 
Certainly, the best in entertainment has been a 
must’ in establishing WPRO and WPRO-TV as the 
leaders in Southeastern New England. So, too, has 
the application of another basic operating principle 


public service builds public acceptance! 
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key department administrators to 
weigh publicly the pros and cons of 
proposed or passed city legislation; 
Your School Board Answers, a panel 
series which places the heretofore “un- 
touchable” school board under the 
democratic microscope of the tax-pay- 
ing community, and Light of Faith, 
concerned with the rituals and mes- 
sages of the three major faiths. 

wiac-Tv Nashville has had on its 
schedule for some six months a series 
called Target YOU, in cooperation with 
the local office of Civil Defense. Viewed 
each Saturday at 3:30 to 4 p.m., the 
show, a combination of film and live 
studio, makes use of FCDA Library 
clips and interviews and demonstra- 
tions by Civil Defense staffers to advise 
the community on preparedness for 
and measures to be taken during and 
after an enemy air attack. 

Recognizing that popular knowledge 
of the Far East is much too limited, 
especially in view of the continuing 
tense international situation, WNHC-TV 
New Haven is currently presenting 
Asia in Ferment, a twice-weekly half- 
hour course consisting of 36 programs 
on key countries in eastern Asia. 
Undertaken in conjunction with the 
Connecticut State Department of Edu- 
cation, the series is beamed to nearly 
40 high-school and secondary-school 
classrooms, with adult organizations 
also encouraged to participate by form- 
ing study groups. 

Also in the WNHC-TV public-service 
line-up is Shakespeare, a 17-week hallf- 
hour seminar that presents and inter- 
prets many of the Bard’s best-known 
plays. Conductor of the telecourse, 
which carries three credit hours for 
either graduate or undergraduate stu- 
dents, is Dr. Robert E. Kendall, asso- 
ciate professor of English at the New 
Haven State Teachers College. 

Certainly the outstanding public- 
service program on WcBs-Tv New York 
is Camera Three. For a rundown on 
the production operation of this show, 
see “. . . To Educate, Enlighten, In- 
form” on page 56 in this issue. 

Two of the most interesting and suc- 
cessful public-service contributions 
made by wrca-Ttv New York are The 
Open Mind and The Fourth R. The 
former, which started on the NBC 
flagship on May 12, 1956, is essentially 


a searching discussion of subjects vital 
and pertinent to our modern society 
by authorities from the fields specifical- 
ly related to the topics concerned. This 
free and frank airing of expert opinion 
on serious and often touchy subjects 
has ranged through integration and 
segregation, alcoholism, marriage and 
divorce, drug addiction, the meaning 
of the Bill of Rights, censorship, crime 
and punishment and the role of tele- 
vision in education, among numerous 
others. 

Produced and moderated by his- 
torian Richard D. Heffner, The Open 
Mind is presented Sundays from 12:30 
to 1 p.m. Its significance as a public 
service is attested by its gaining such 
honors as a citation from the Anti- 
Defamation League, the Brotherhood 
Award from the National Conference 
of Christians and Jews (the first time a 
local program has received this na- 
tional award) and a Freedoms Founda- 
tion Award. 

The Fourth R, 8 to 9 on Sunday 
mornings, is a religious program 
aimed at arousing the child’s interest 
in God. Now in its third year on the 
air, the hour reaches across religious 
barriers to fire a youngster’s imagina- 
tion in spiritual values and in the 
wonders of creation. 

The Archdiocese of New York, The 
Protestant Council of the City of New 
York and The New York Board of 
Rabbis take turns on a monthly basis 
on the program, giving each month, 
therefore, a special format and flavor 
characteristic of the faith that is 
producing the show. 

wpBo-Tv Orlando, Fla., admittedly 
lays greater stress in its public-service 
programming on, rather than quantity, 
“the factor more important to us and, 
we believe, to our viewers—dquality.” 
Of its past endeavors, Horizons, form- 
erly aired at 2 to 2:30 p.m. on Sun- 
days, would seem to have borne out 
that emphasis during the nine months 
of its career. “It was a monumental 
effort for a local station to produce,” 
says WDBO’s Walter E. Sickles, “since 
it did on a comprehensive scale the 
same type of presentation now being 
done by CBS on Odyssey, with sub- 
jects including such as the origin of 
Florida Indians, Ice Age art, archeol- 
ogy in Florida and hunting for real 
treasure.” 


(Continued on page 118) 
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Programs Continued Jrom page 117) 


The station currently schedules Saje- 
ty First, Last and Always, The Open 
Window (To Learning) and Meet the 
Orchestra during slotted 
quarter-hours Monday, Tuesday and 
Friday, respectively, but the program 
Mr. Sickles specifically underlines as 
being given “all the care and treatment 
of commercial shows” is Central Flor- 
ida Showcase, each Saturday 
6:30 to 7 p.m. 

The stanza offers a three-man panel 


variously 


from 


and a different weekly guest who can 
speak with authority on a certain sub- 
ject and answer questions not only 
from the panel but from viewers as 
well. In two-and-a-half years on the 
air Showcase has presented disserta- 
tions on practically everything from 
‘fluoridation to old-age insurance, hur- 
ricanes to the FBI. Between 15 and 18 
hours of research by the three panel 
members go into each program to in- 
sure intelligent handling of the guest 
and his problems when an audience 
query hits a sore spot. 

On March 3 last—a Sunday—wceav- 
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tv Philadelphia showed the pull of 
public-service programming when a 
program does a particular service for 
the public. Competing with clear, 
sunny skies and the second busiest 
Sunday of the year on the highways, 
according to the Keystone Automobile 
Club, a special one-hour show on in- 
come-tax problems, called /s /t De- 
ductible? and featuring a 20-man 
panel of district directors, agents and 
auditors from four regional offices of 
the Bureau of Internal Revenue, at- 
tracted approximately 150,000 phone 
calls from viewers with questions on 
filing and policy or interpretation of 
tax law. Before the program was 15 
minutes old every telephone exchange 
in Philadelphia had switched to “over- 
load.” 

Of a less spectacular but more en- 
during nature is WCAU-TV’s Bless This 
House series, which bowed on the sta- 
tion on Dec. 27, 1955, as a daily five- 
minute (8-8:05 a.m.) show featuring 
a spiritual message delivered by promi- 
nent clergymen of the three faiths. Ac- 
cording to the station, House has a 


daily audience of better than 125,000 


viewers. 

The early-morning slotting for the 
program was chosen as the best time 
because it is an hour when the family 
unit is together and beginning its day. 
a time when spiritual guidance does 
perhaps the most good. To prepare the 
clergymen for their tv appearances 
wcau-Tv holds workshops each year, 
usually attended by more than 100 
churchmen. 

The coveted Marshall Field Award 
for outstanding contributions to the 
welfare of children was conferred last 
February upon WFIL-Tv-AM Philadel- 
phia—one of only eight such awards 
given nationally, and the only one hon- 
oring a television or radio station. The 
plum went to the key Triangle stations 
for the Studio Schoolhouse series of 
daily 15-minute programs, now in its 
14th year on WFIL and its ninth year 
on the tv outlet. 

The ten weekly shows are specifically 
designed for in-school utilization. Ac- 
cording to the Philadelphia Board of 
Education, which cooperates in ihe 
production of the series, they are used 
regularly in 2,700 classrooms by ap- 











450,000 students each 
week. In addition to presenting the 
programs, WFIL-TV annually distributes 
without cost more than 10,000 Studio 
Schoolhouse Teachers’ Manuals to aid 


proximately 


in classroom use of the series. 

WFIL-TV’s corresponding adult-edu- 
cation program, the University of the 
Air series, is now in its seventh year 
on the station. This skein, holder of 
numerous awards and citations, is not 
only WFIL-TV’s most extensive project 
in public education, but also both the 
forerunner and the pattern for many 
similar programs across the country. 
On for 45 minutes each weekday, Uni- 
versity, in cooperation with over 30 
colleges and universities, televises ten 
courses a week from*@ctober to June, 
supplemented by printed outlines of 
courses available to viewers without 
charge. 

Two other leading wFiL-Tv public 
services are The Big Question, a week- 
ly half-hour series focusing viewer 
attention on crucial issues, and Stories 
Retold, seen weekly and presented in 
cooperation with the, Philadelphia 
Council of Churches. The first of these 


is moderated by noted news commen- 
tator Gunnar Back and brings local 
and regional newspapermen face to 
face with authorities on varied sub- 
jects that are basically controversial 
in nature. 

To aid the Red Cross 
Hungarian Relief Appeal last winter— 
a drive that in the first week had 
netted less than $6,000 of the $160.- 
000 goal set by the Southeastern Penn- 
sylvania Chapter of the Red Cross— 
wrcv-Tv Philadelphia pre-empted its 
11:15-11:25 p.m. Monday-through- 
Friday time slot for two weeks and 


American 


devoted it to a special series called 
Hungary 1956. 

WRCV-TV news analyst Taylor Grant 
lined up guests who had either been 
on the Budapest scene or had at least 
been in close contact with the refugees: 
a minimum of 75 per cent of the sta- 
tion’s available on-the-air spots were 
used to cross-plug the series, as well 
as putting in a straight contribution 
pitch, and four days after Hungary 
1956 started, newsman Grant and three 
station staffers flew to Austria and the 
Hungarian border for on-the-scene film 


footage of the tragic events. 

The film, plus Mr. Grant’s descrip- 
tion of his in-person experiences, was 
used in a special 45-minute wrap-up 
program to Hungary 1956, titled | Sau 
lt Happen. Result of the two-week 
series and its finale show: public dona- 
tions to the tune of some $185,000. 

In addition to its news coverage of 
the state, Arizona Tv News Roundup, 
aired once a week for 30 minutes over 
KOOL-TV Phoenix, is “an excellent pub- 
lic-service vehicle,” according to the 
station. News cameramen are present 
at all civic functions, and full coverage 
is given to all club activities and com- 
munity projects on the program. 

Last February the station, in collabo- 
ration with Phoenix College, embarked 
on an educational venture called The 
Arizona Story, a series of 12 lecture 
courses on the Arizona constitution, 
with college credit awarded to those 
viewing the programs and taking an 
examination at their conclusion. The 
telectures are on the air between 5:30 
and 6 p.m. each Thursday. 

To provide small children with a 


(Continued on page 122) 





Community affairs are serious business at KPIX. 


We are pleased to announce that KPIX has been nominated for nine 
community service awards by the Northern California Academy of 
Television Arts and Sciences. Among those nominated is “‘Decision 
of Dilemma,’”’ Channel 5’s continuing editorial report on the Bay 


Area’s transportation crisis. 


Shown here is the most recent effort in this series, the special remote 
telecast of the State Senate’s Interim Committee hearings on the 


Rapid Transit Bill. 


KPIX takes such projects seriously in the belief that ‘‘the station 
that serves its community best, serves its advertisers best.” 


KPIX © S/SAN FRANCISCO 


So°9 Westinghouse Broadcasting Co. 
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Nearly a quarter of a million reprints of TELE- 





VISION AGE articles and special features have 


been sold during the past 30 months. 


This is positive demonstration of the TELEVISION 
AGE editorial vitality ... proof of the depth in 
which TELEVISION AGE serves the television 


business. 


120 April 8, 1957, Television Age 








Here is a partial list of subjects covered during the past two-and- 
a-half years by TELEVISION AGE, and made available in reprint 
form: 


Co-op Advertising and Tv Put a Head on Sales (brewers’ use of Tv) 
Ft. Wayne Study (what happens when Tv comes to town) Rich Rural Markets (Tv and farm programming) 


Up They Go (small agencies and Tv) Product Group Success Stories . . . 








Daytime Tv 

How to Rate Ratings 

Eisenhower, Tv President 

Kenyon & Eckhardt (agency profile) 

The Missing Giant (Tv and department stores) 
The ARB Story 

Tv Timebuyers of the U. S. (published annually) 
Taxes and Tv 

Facts on Color Tv 

General Foods on the March 

Are Timebuyers Obsolete? 

Fall Film Outlook 

General Motors (how Tv fits in sales drive) 
What Price Film Commercials 

Courting the Law (Bar Association on Tv) 
Procter & Gamble story 

In the Public Interest (report on public service) 


What's Wrong with Rate Cards? 


Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
Home Building & Real Estate 
Jewelry Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 

Travel, Hotels & Resorts 
Sporting Goods & Toys 

Drugs & Remedies 

Gasoline & Oil 

Shoe Stores & Manufacturers 
Farm Implements & Machinery 


Electric Power Companies 
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Programs (Continued from page 119) 


television program created especially 
to suit them, KVAR Phoenix is present- 
ing a 13-week series of twice-weekly 
15-minute shows called Playmates. 
Geared to the interests and activities 
of moppets from three to five years of 
age, the show is also designed, as the 
station puts it, “to give the small child 
his own special television friend with 
whom he can have a happy time.” 
Although the content of each pro- 
gram varies, the manner in which it 
is presented by Betsy Hayes, a former 
elementary-school teacher and _ the 
mother of children, 
much the same. Attention is particu- 


three remains 
larly paid to current happenings, such 
as a holiday or even just a rainy day. 

During 1956 wpro-tv Providence 
presented 15 local public-service series, 
eight of them live productions and 
seven on film; ten were 30-minute 
programs, the remainder a quarter- 
hour in length. Additionally, the sta- 
tion offered 20 single live shows in the 
public interest over the year, most of 
them of half-hour duration. 


Religious Quiz 

Of its numerous shows in this vein 
wPRO-TV feels that Stump the Preach- 
ers is one of the more successful. On 
the air since May 13 of last year, this 
is a panel-quiz program which uses 
five ministers or professors of religion 
(four regulars and one guest) in a 
question-and-answer session on the 
Bible, with the queries of a human- 
interest and general-knowledge nature, 
rather than doctrinal or controversial. 
The program is aired on Sundays at 
2-2:30 p.m. 

Another “Biblical program” that 
proved highly rewarding for another 
station, KHQA-TV Quincy-Hannibal, 
was In the Book, which ran for two 
years and drew over 10,000 letters for 
each series of 52 programs, along with 
a commendation from the National 
Council of Churches as an outstanding 
example of local cooperation in the tv 
field. 

The shows consisted of a moderator 
and a rotating panel of four members 
of the area’s Protestant congregations, 
all of them laymen, with a minister 
serving as consultant. Viewers were 
asked to write in, giving a quotation 
or event from the Bible and accurately 
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indicating where it was to be found in 
the text. Five such entries were used 
on each program, and a series of pic- 
ture clues was presented on the air. 
From these clues the panel tried to 
determine the exact quotation or event. 

One of the most recent public-service 
events on KvIP Redding, Cal., was a 
simulcast in conjunction with radio 
station Kvcv, also in Redding, on be- 
half of the March of Dimes drive last 
January. Contributions totaling $2,500 
resulted from this joint endeavor, the 
most unique aspect of which was the 
cooperation between tv and radio facil- 
ities owned and operated by competi- 
tive companies. 

KOLO-TV Reno, in alliance with the 
local Chamber of Commerce, produces 
one half-hour program a month in the 
10-10:30 spot occupied on other Sat- 
urday evenings by the George Gobel 
network show over NBC-TV, with the 
stanzas introduced by none other than 
comedian Gobel himself, who cut a 
tape inviting his audience to view the 
Chamber’s coverage of subjects of gen- 
eral interest to the community, pre- 
sented via panelists, narrators and film. 

Other KOLO-TvV public-service proj- 
ects include two programs weekly from 
the University of Nevada, the Minis- 
ters’ Alliance Know Your Neighbor's 
Religion, pictures of newborn babies 
from local hospitals (The Baby Has 
Been Named) and a bi-weekly Nevada 
Spotlight political debate similar to 
Meet the Press. 

One of the most useful community 
services performed by wpBJ-Tv Roa- 
noke was a series of 14 programs, 
broadcast from 7 to 7:15 Saturday 
evenings between November 1955 and 
March 1956 under the title of Vir- 
ginia’s Dilemma. This series consti- 
tuted a clarified explanation of the 
lengthy and complicated report and 
recommendations of the Virginia Com- 
mission on Public Education regard- 
ing integration in the state’s public 
schools, with its main objective that 
of providing an undistorted and easily 
understood view of the general school 
segregation issue and specific proposals 
for meeting it. 

In an ambitious and technically dif- 
ficult effort to build upon its effective- 
ness as a public-service communica- 
tive medium, wREXx-Tv Rockford, IIl., 
telecast in its entirety the installation 
ceremonies of the Most Rev. Loras 


Thomas Lane as the sixth Bishop in 
the 48-year history of the 1l-county 
Rockford diocese. The remote, carried 
last Nov. 21 from 10:30 a.m. to 12:30 
p.m., originated at St. James Cathe- 
dral in Rockford and represented many 
weeks of extensive work by the station’s 
programming, production and engi- 
neering departments. 

George Whitney, vice president and 

general manager of KFMB-TV San 
Diego, expresses his station’s approach 
to public service this way: “We con- 
sider public-service programming an 
obligation, an opportunity, a challenge 
and a privilege. A public-service mes- 
sage is as important to the community 
as a sales message is to the advertiser 
and must receive the same production 
and ‘sell.’ There’s no reason to sluff 
off any segment of time with a shrug 
of the shoulders and an ‘oh, well, it’s 
public service.’ ” 
To implement this philosophy, 
KFMB-TV programs a number of public- 
service shows which on occasion have 
out-rated network competition. Promi- 
nent among them is 7v Classroom, 
Monday through Friday at 10 to 10:30 
a.m. throughout the year. In coopera- 
tion with various schools and colleges, 
the program for five years has been 
offering both high-school and college 
credits to its viewers; during school 
vacations, KFMB-TV assumes complete 
responsibility for maintaining summer 
sessions of Tv Classroom that include 
courses in gardening, art appreciation, 
nature studies and civil defense. 

Also over a five-year span, Your 
Mayor Reports has been telecast by 
KFMB-TV Monday nights from 11 to 
11:15, with San Diego’s chief execu- 
tive appearing personally to inform the 
public on plans and policies of his ad- 
ministration. For four years, every 
Sunday at 3:30 p.m., the station has 
presented Your Doctor Answers, a 
panel show wherein six physicians deal 
with one health subject on each pro- 
gram. And for six years Let There Be 
Light has satisfied the religious needs 
of the San Diego area between 10 and 
10:30 on Sunday mornings. 

KPIX San Francisco has, in Decision 
or Dilemma, a continuing study and 
report to the people within range of 
its signal—a program which has taken 
many different forms: live panel dis- 
cussions, film reports and remote tele- 

(Continued on page 124) 
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Police Call 


A WHIO-TV 
PUBLIC SERVICE 
PRODUCTION 








ARRESTED! 


A 31.0 Pulse rating for a public service show—and if that isn’t making a 
friends and arresting people’s interest, we’d like to know what is! That 
rating makes Police Call* the highest rated local once-a-week show in the 
area—commercial, sustaining or public service! How’s that for producing 
and programming? 

What’s it to you? It’s another example of the programming and producing 
thinking that keeps the dials of the great Miami Valley Area market tuned 
to WHIO-TV. The same emphasis and techniques employed in our regular 
commercial efforts are always used in our public service presentations. And 
so—as Police Call introduces our citizens to our Police department in a 15- 
minute, once-a-week film plus live studio show conceived, produced and 
purchased under our direction—we get a big audience plus instead of 
incessant minuses. 

Your program belongs on a station like this in a market like this. Get 
facts and figures from our national rep.—Plain-clothes man First Class 
George P. Hollingbery. 

*6:45 P.M. MONDAYS 


One of America’s 
great area stations 


CHANNEL #@ DAYTON, OHIO 








Programs (Continued from page 122) 


casts. At the other end of the public- 
service pendulum-swing is Adventure 
School, a daily 10-10:30 a.m. program 
designed to instruct and entertain 
children of pre-school age. 

Last May KPIX initiated its most 
comprehensive and extensive public- 
service effort—a television “editorial” 
to promote the need for rapid transit 
in San Francisco and the Bay area. 
Six dramatic documentary programs 
and three discussion shows were pre- 
sented during the months prior to the 
holding of final hearings on a rapid- 
transit bill by the State Senate Interim 
Committee on Feb. 20. And on that 
day the station televised an hour and 
a half of the hearings from the State 
Building in San Francisco—the frst 
time that a remote telecast had ever 
been made of a California Senate 
Committee hearing. 

A delicate heart operation per- 
formed on a 10-year-old Seattle girl 
was telecast in a half-hour program 
last Nov. 26 by Komo-tv Seattle as a 
public service conceived and presented 
to illustrate the results of heart re- 


search and the tremendous capabilities 
of hospitals and doctors in handling 
such medical cases. 

It was the first time in the history of 
tv, according to the station, that a 
surgical operation had ever been trans- 
mitted in color to the general public. 
In showing it, KOMO-TV worked in co- 
operation with the Washington State 
Heart Association, the Doctor’s Hos- 
pital in Seattle, the American Medical 
Association and the Smith, Kline and 
French Laboratories of Philadelphia. 

Among KOMO-Tv’s regularly sched- 
uled public-interest efforts are Con- 
gress Reports, wherein the four 
Congressmen from the area take turns 
in bringing a report from Washington; 
Viewpoint, on which a four-man panel, 
plus moderator, deals pro and con with 
controversial subjects on the local 
level; Quizdown, which brings together 
groups of school children to compete 
for prizes for answering questions on 
their current studies, and Pageant, a 
show designed to provide a vehicle for 
meeting visiting dignitaries, as well as 
serving as a showcase for local cul- 
tural activities. 

KVTV Sioux City affords its viewers 


the opportunity of hearing timely 
topics of local, regional and national 
significance discussed by their own 
friends, neighbors and business asso- 
ciates via a program called Siouxland 
Speaks. The round-table panelists 
range from top-level executives to the 
man in overalls, and the discussions, 
says the station, “vibrate with public 
interest.” 

Siouxland Farmer, KVTV 
offering, is made possible through the 
cooperation and participation of coun- 
ty agents from 34 counties and the 
extension directors and their staffs 
from Iowa State College, the Univer- 
sity of Nebraska and the State College 
of South Dakota. Each state presents a 
quarter-hour program weekly, rotating 
the various county and college partici- 
pants. 

KVTv’s third important community 
service is College on Camera, with 
students and faculty members from 11 
colleges in the tri-state area participat- 
ing in virtually everything from musi- 


another 


cal programs to drama, and from 
classroom experiments in chemistry to 
interpretive dancing. 


(Continued on page 126) 
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News (Continued from page 39) 
advertising medium in the world, has 
issued its annual report for 1956. For 
CBS-TV, it’s a proud list of accom- 
plishments, with striking gains in 
profits, technique and showmanship. 

In the first category, the tv network’s 
gross billings were up 18.3 per cent 
(consolidated net income after taxes 
was $16.3 million in round figures, 
an increase of 21.5 per cent over 
1955). Contributing to the tv total 
were 123 advertisers, 15 new to net- 
work tv and 26 new to CBS-TV. 

By the end of ’56 the network was 
afhliated with 19] stations in the 
United States. These stations, says the 
report, serve areas accounting for 99.1 
per cent of the nation’s people. 

CBS-TV also had 29 affiliations in 
Canada, two in Alaska, two in Puerto 
Rico and one each in Havana, Hono- 
lulu and Mexico City for a total of 227 
stations. 

The tv report, signed by CBS-TV 
president Merle S. Jones, says that the 
extended market plan and extended 
program service enabled vastly broad- 
ened coverage. 

EMP, in its second year, allowed 34 
stations to carry 502% hours of net- 
work programming a week, double the 
1955 figure. EMP makes it possible for 
small-market stations to make rate ad- 
justments according to “cost per thou- 
sand homes.” Thus the small market 
can deliver audience at a cost similar 
to metropolitan centers. 

The second plan, EPS, has made it 
possible for affiliates to present 20 net- 
work commercial broadcasts a week on 
a sustaining basis, cutting out at the 
commercial break. 


USE OF AMPEX TAPE. CBS.-TV, 
says the report, was the first network 
to use the Ampex tape for rebroadcast. 
Program service was facilitated by less 
delay in rebroadcast and picture qual- 
ity superior to kinescope. 

Audience studies through the year 
past supplied CBS-TV with a few 
points of competitive pride. 

American tv families, says the re- 
port, spent as much time watching 
CBS-TV commercial programs as those 
of the two other networks combined. 

During each month of ’56, CBS-TV 
had more of the top ten in nighttime 





MERLE S. JONES 
. sees broadened coverage . . . 


shows than the other two networks 
combined—a monthly average of eight 
and a record of ten in two reports. 

And in daytime, a monthly average 
of eight out of ten top shows were 
broadcast by CBS-TV. 

The network premiered 27 new 
shows, and singles out Playhouse 90, 
the first weekly hour-and-a-half drama 
series, as the crowning creative inno- 
vation of the year. 

While the report cites the public’s 
slow acceptance of color tv, it points 
out that the network expanded its color 
broadcasting to average one color 
broadcast a day. 

In “information and cultural” pro- 
gramming, the annual report cites the 
network’s election coverage. Coverage 
began with the first state primary cam- 
paign in New Hampshire and was han- 
dled by a 12-man mobile tv unit. The 
team accompanied the _ politicos 
through 35,000 miles of primary cam- 
paigning, giving on-the-spot reports of 
trends and developments to the nation. 


CONVENTION COVERAGE. [pn July. 
the network and affiliates presented an 
“electronic caucus,” two closed-circuit 
broadcasts for 7,000 Republican and 
Democratic delegates and alternates. 
The delegates got a chance to hear 
their national committee chairman be- 
fore the convention started. 

From Aug. 11 to 23, after two years 
of preparations by 325 specialists, the 
network reported a total of 65 hours 
and four minutes of the convention 
proceedings in Chicago and San Fran- 
cisco. 


There were special shows following 
the conventions to present campaign 
issues and candidates. Pick the Winner 
offered a series of debates. Bandwagon 
56 gave the history, traditions and 
backgrounds of past elections in an 
entertaining format. Face the Nation 
presented with 
spokesmen of both parties. 

And on election night, the network 
boasts that audience studies show more 
watched CBS-TV 
than the other two networks combined. 

Other 
ments singled out in the report include 
Air Power, the 26-part series that de- 
picts the history and development of 
flight; Let’s Take a Trip, the show that 
takes two children on a tour of in- 
teresting places; The UN in Action, a 
review of the General Assembly activ- 
ities; Look Up and Live, presenting 


interviews leading 


viewers coverage 


public-service accomplish- 


applications of religion to everyday 
living; Lamp Unto My Feet, suggest- 
ing solutions to problems in human 
relations; Camera Three, examining 
man and his environment; Eye on New 
York, summarizing the biggest story 
of the week in the biggest city in the 
world; See Jt Now, which included the 
acclaimed The Secret Life of Danny 
Kaye, produced in cooperation with 
UNICEF on behalf of the world’s un- 
derprivileged children. 


SPECIAL BROADCASTS. These 
shows were supplemented by a variety 
of special broadcasts in the public- 
service realm. 

There were 63 pro football games. 
26 major league baseball games, 12 
Big Ten basketball games, three bow! 
football contests, 15 horse races (in- 
cluding the Kentucky Derby) , the Mas- 
ters Golf Tournament and the John 
Landy special mile. 

CBS Film Sales, a subsidiary of the 
tv network, expanded its catalog from 
15 to 18 series. Besides selling filmed 
shows to stations of all networks, the 
subsidiary also sold series in Australia, 
Canada, Cuba, England, 
Japan and Venezuela. Billings for Film 
Sales were up to 18 per cent over °55. 

Looking to the future, Mr. Jones 
predicts that 1957 will see 41.8 million 
tv homes, with average daily viewing 
per family at five hours. This will 
mean 209 million hours per day, 1514 
million more than a year ago. 


Colombia, 
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A novel public service is performed 
by wics Springfield, Ill., through its 
Job Opportunities program, almost a 
hundred of which have been aired one 
day a week at 6:30 p.m. The show’s 
purpose is to acquaint the public with 
the community’s industrial and _busi- 
ness opportunities, as well as to ex- 
plain the work of a business or 
industry. 

“Job Opportunities,” declares Al 
Passent, employer-relations represen- 
tative of the Illinois State Employment 
Service, “has done a great deal to im- 
prove our status in the community, to 
secure employment within a minimum 
time and to speed up the filling of em- 
ployment orders.” 


Dietary Advice 

A public service offered by KTTS-TV 
Springfield, Mo., came about when the 
Ozark Regional Heart Association con- 
tacted the station and informed it of 
the need of advising heart patients to 
confine their diets to low sodium and 
low salt cookery. The result was a 
week of daily programs, telecast last 
August, conducted by KTTs-Tv’s home 
with a_ hospital-trained 
dietician assisting. In addition, a doc- 
tor appeared on each program to 
explain the dietary value of a low so- 
dium, low salt meal prepared during 
the show. 

Closeup is presented each Sunday 
over WHEN-TV Syracuse from 1 to 2 
p-m. in a flexible format that allows 
a wide latitude of subject matter: teen- 
the contribution of different 


economist, 


agers, 
nationalities to Syracuse, television in 
the community, the New York State 
heritage, religious ceremonies. This is 
a program where, in the words of the 
station, “communal interest and com- 
munal information are the key phrases 
in the choice of material.” 

Last Jan. 22 wsyr-tv Syracuse gave 
its entire programming day—all local 
live shows and all non-commercial spot 
time—to the promotion of Salk vaccine 
for adults and the Mothers’ March on 
Polio. Under the general title of Sv 
Day on Tv, a sequence of seven pro- 
_grams was launched at 8:25 in the 
morning and spread over the day until 
9 in the evening. All wsyr-Tv person- 
alities, along with Syracuse Mayor 
Donald Mead, received Salk shots dur- 
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ing the day-long series to emphasize 
the necessity for adult immunization 
against polio and to give added im- 
petus to the Mothers’ March taking 
place that night. 

Major projects on the public-service 
side run the gamut on WTvT Tampa. As 
the result of a campaign on behalf of 
Hungarian refugees in the United 
States, the station was able to turn 
over better than $5,000 to refugee 
agencies. In order to give aspiring 
young baseball players the benefit of 
major-league training, WVTV organized 
a free baseball clinic for youngsters, 
with big-league players as instructors: 
additionally, three live telecasts from a 
local ball park brought the lessons into 
the homes of young fans. 

During the Florida State Fair and 
Gasparilla Celebration, the station orig- 
inated more than 25 remotes over a 
ten-day period. When a local school- 
bond election came up, WVTV produced 
a 30-minute documentary film present- 
ing both sides of the controversy. 

The most successful public-service 
venture on KCMC-TV Texarkana, among 
others “less spectacular in nature,” is 
its annual March of Dimes telethon. 
The station carries it for approximately 
12 hours (this past year, from Satur- 
day noon until the wee hours of Sun- 
day morning) with the usual type of 
production—and with consistently fav- 
orable results since 1954. 

Realizing that the greatest fears are 
fears of the unknown, wspp-Tv Toledo 
tried, via a public-service presentation 
called Hospital Corridors, aired Tues- 
days between 2:30 and 3 p.m. for 13 
weeks, to show that patients are in 
good hands in a hospital and its oper- 
ating room, and that they are not 
taking a chance on life when hospital- 
ization becomes necessary. 

This attempt to allay fears and es- 
tablish a better psychological relation- 
ship between potential patients and the 
hospital was produced in cooperation 
with the Toledo Hospital Association 
and telecast from a completely accurate 
studio set that simulated actual hos- 
pital conditions and equipment han- 
dled by a “cast” of actual doctors, 
nurses and technicians. Each of the 
13 programs showed a different aspect 
of hospital care, from admission to 
release. 

KOTV Tulsa has found one of its most 
widely acclaimed public-interest proj- 


ects to be the weekly series of church 
services telecast on a rotating basis 
from the city’s dozen houses of worship 
since Nov. 6, 1955. The remote organi- 
zations pick up an hour of the regular 
Sunday-morning services, with each 
participating church holding the tv 
spotlight on a full-month schedule. Co- 
ordination of the schedule between 
KoTv and the churches is handled by 
the Tulsa Council of Churches, which 
has long cooperated with the station 
in providing regular weekday prayer 
services originating from its studios. 

The most notable donation to public 
service by KXJB-TV Valley City, N.D., 
is its North Dakota Farm Short Course, 
presented annually for the past three 
years for an hour a day during one 
week in February. The program is fed 
through three other stations in North 
Dakota and is aimed primarily at the 
farmer and the farm home in its dis- 
sertation by North Dakota Agricultural 
College experts and county agents on 
problems such as crop rotation, plant 
and animal diseases, repairing of 
buildings and maintenance of farm 
equipment, marketing and water issues. 


Cooperate with Schools 

Each Thursday from 4 to 4:30 p.m. 
wsaAu-Tv Wausau, Wis., offers Through 
the Classroom Window in cooperation 
with the Wausau School System. The 
main part of the material is prepared 
by the individual schools represented- 
elementary, junior and senior high. 
vocational, in that rotating order— 
and then worked over by the WSAU-TV 
production department so that it will 
be, says the station, “ ‘television’ in 
every sense of the word.” 

WNBC (WKNB-TV until Jan. 14 of this 
year) West Hartford, Conn., last fall 
sent a news cameraman on a tour of 
U.S. military establishments in Eng- 
land, France and Germany, where he 
obtained sound-on-film interviews with 
46 servicemen from 26 Connecticut 
towns. The station then aired these 
films as a form of holiday greetings 
to the men’s families during the last 
Christmas season. The “greetings” 
were shown, seven or eight at a time, 
for six mornings and six evenings im- 
mediately before Dec. 25. 

In an unusual act of public service, 
wTRF-Tv Wheeling, W. Va., paid trib- 
ute to a neighboring town some 45 
miles distant when it presented Salute 

(Continued on page 128) 





Meet the Bell System’s new guardian 


of microwave transmission quality 





Bell System automatic protection switching substitutes a spare 
channel when interference occurs during transmission. B. C. Bellows, 
a designer of the system, checks terminal indicating equipment. 


There’s a new watchman on duty along Bell System 
microwave channels, protecting your transmissions 
against fading and equipment failures. 


Its name—automatic protection switching. Its re- 
flexes are so fast that it prevents failures before T\ 
audiences are even aware of the trouble. 


It works this way: When a channel encounters 
trouble, a spare (or protection channel) is automati- 
cally switched so as to parallel the troubled channel; 
both then carry the same signal. At the receiving end, 
Bell System equipment determines which of the two 
signals—regular or spare—is better, and relays it on. 

The entire series of events takes less than one- 
twentieth of a second. 


This development is one more example of how the 
Bell System is constantly finding new and better ways 
to serve the broadcasting industry. 


BELL TELEPHONE SYSTEM 


Providing intercity channels for network television and radio throughout the nation 
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Programs Continued from page 126) 


to Cambridge at 11:15 p.m. last Jan. 
23. Via live narration by newscaster 
Frank Stevens, interviews with three 
of the Ohio town’s leading citizens and 
still photos of Cambridge’s life and 
times, WTRF-TV honored the smaller 
community for its winning of an award 
as the “All-America City.” 

Survey of English Literature, tele- 
cast by KARD-Tv Wichita as a series of 
51 programs which started Jan. 29 and 
will continue through May 23, Tues- 
day, Wednesday and Thursday eve- 
nings from 6 to 6:30, is another of the 
many telecourses presented by stations 
throughout the nation for either pleas- 
ure viewing or for college credit. The 
format is basically that of the college 
lecturer, but the station has put a lot 
of effort into sets, art work, visual 
aids, pictures, music and special effects 
which are used, not to dilute the lec- 
tures, but to heighten their appeal and 
to demonstrate the interrelationship 
between great literature and the other 
arts. 

KFDX-Tv Wichita Falls, Tex., has 
done well since last November with 
R.F.D. #3, aired on Tuesdays for an 
hour between 12 and | p.m. The groups 
participating in this public-service en- 
deavor with a rural emphasis are the 
area’s 4-H Clubs, the Future Farmers 
of America Clubs, the Soil Conserva- 
tion Service Workers and the Wichita 
Falls Chamber of Commerce. 

Coincident with the opening of 
school for the 1956-57 year, WBRE-TV 
Wilkes-Barre began a series of tele- 
casts directed principally at in-school 
viewing, but now looked upon by the 
general viewing public in the territcry 
as a most interesting daily half-hour. 
Seen from 9 to 9:30 a.m., Television 
School presents science for the first, 
second and third grades on Mondays 
and Wednesdays, science for the next 
three grades on Tuesdays and Thurs- 
days and music for the first three on 
Fridays. 

Perhaps a story told by a Wilkes- 
Barre elementary-school principal best 
illustrates the reception to this type of 
series, not only on WBRE-TV, but wher- 
ever they are carried by tv stations 
throughout the country which recog- 
nize the importance of programming 
educationally as well as entertainingly. 


A woman living near a school, so goes 
the story, stopped in one morning 
while a class was viewing Television 
School. 

“Oh,” she said, delighted, “you’re 
taking the science lessons. How nice! 
Grandma and I are taking them too.” 





Wall St (Continued from page 83) 


with a complete line of all appliances, 
large and small, and a distribution- 
dealer system. 

In the two other major fields of ac- 
tivity Westinghouse is on a par or 
ahead of its competition. The appara- 
tus division, producing large genera- 
tors, motors, circuitbreakers and other 
pieces of electrical equipment, is 
booked ahead through 1957 and orders 
will last well into 1958. It’s true that 
some of the business on the books re- 
flects orders taken during a period of 
price cutting on heavy electrical equip- 
ment. These orders should be filled by 
the middle of this year and the profit 
margins jump on the business shipped 
thereafter. 

Moreover, the market for this equip- 
ment is expected to grow heavily in the 
next decade. The utility industry has 
doubled its growth in every decade and 
the equipment makers, like Westing- 
house, are betting that it will do so 
again between 1955 and 1956. 

The other field of major endeavor 
by Westinghouse is atomic energy. 
Undoubtedly the company can claim 
that it has achieved the reputation of 
being foremost in this segment of the 
nation’s economy. It developed the re- 
actor powering the Nautilus, the first 
atomic submarine, and after a long 
tryout the Navy has apparently decided 
that the Westinghouse-developed reac- 
tor is most suitable for its purposes. 
This pressurized water reactor will be 
used on all other submarines, an air- 
craft carrier and other vessels. That’s 
quite a feather for Westinghouse since 
some of its competitors had worked out 
other types of atomic-power units. 

Meanwhile the company has received 
orders for a reactor from the Yankee 
Atomic Electric Company for New 
England use, another is ordered for the 
Pennsylvania Power & Light Company 
—with Westinghouse sharing in the de- 
velopment—and the Atomic Energy 
Commission has commissioned the 





company to design a plant for the Du- 
quesne Light Company. 

Westinghouse foreign operations 
also continue to expand and the results 
of 1956 are solid evidence of the im- 
portance of this division. It’s volume is 
estimated at approximately $100 mil- 
lion but its profits are proportionately 
higher and during the 1956 strike pro- 
vided a brace for the company’s earn- 
ings. It’s understood the company has 
set a goal of a 10% yearly expansion 
for its overseas selling organization 
and thinks it will be able to maintain 
that pace. 

Thus barring a general economic 
slump Westinghouse is striding well 
along the recovery road. It’s not likely 
that the stockholders will benefit im- 
mediately from this recovery in the 
form of higher dividends but the direc- 
tors maintained the $2 rate during the 
strike and a period of low earnings so 
it’s only natural they should be given 
an opportunity to recover lost ground 
before they think of upping dividend 
disbursements. Meanwhile the stock on 
the New York Stock Exchange has 
climbed upward several points since 
the beginning of the year indicating 
that others think well of the company’s 
future. 


High-Low Last 


Stock 1957 Quote* 
ABC 24%- 20% 22% 
ADMIRAL 14%- 10% ll 
AVCO 7 - 5% 6% 
CBS 33%4- 29% 32% 
DUMONT LABS 6 - 4% 4% 
EMERSON 6%- 5% 6 
GENERAL ELECTRIC 59%- 52% 56% 
HOFFMAN 20%- 17% 18% 
MAGNAVOX 39%4- 35 3756 
MOTOROLA 43%- 35% 43 
NATIONAL TELEFILM 9%- 744 8% 
PHILCO 17%- 14% 1454 
RCA 35%%- 31% 33% 
RAYTHEON 20%- 16% 17 
STORER 27%4- 25% 26% 
SYLVANIA 46%4- 395 40% 
WESTINGHOUSE 58 - 52% 54% 
ZENITH 103%- 91% 101% 


Over-the-Counter Stocks 


Bid-Asked{ 
AMPEX 3354-33 
CONSOLIDATED TV 17 -17% 
OFFICIAL FILMS 1%- 2 


*As of the close, March 26, 1957. 
TAs of March 26, 1957. 
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The Woman’s Angle 
with Ann Mar 
weekdays oul I p-m. 


WMAR-TV would require 2 stadiums 








ao" 


to accommodate THE WOMAN’S ANGLE 
wiewers for one telecast 


According to the December Nielsen Report, 
THE WOMAN’S ANGLE garners a daily au- 
dience of more than 80,000 viewers. 


From the kitchens of the foremost restaurants 
in the East, Ann Mar has culled many tempt- 
ing recipes from which she demonstrates 
unique and economic dishes to delight the 
entire family. She recently returned from a 
visit to Belgium and treated her loyal follow- 
ing to fascinating European recipes and 
graphic film accounts of the trip. 





In addition to cooking, Ann Mar also features 
interviews with stage, screen and television 
stars, gardening and fashion experts, and 
guests from other fields of particular interest 
to homemakers. 


Baltimore’s Orioles and Colts draw huge 
crowds to Memorial Stadium, pictured above, 
as Ann Mar draws her large audience to pur- 
chase the products she recommends, as many 
successful sponsors of THE WOMAN’S 
ANGLE will attest. 


S),, Maryland, most people watch Wie A od © T V 


CHANNEL 2 SUNPAPERS TELEVISION BALTIMORE, MARYLAND 
Telephone MUtberry 5-5670 * TELEVISION AFFILIATE OF THE COLUMBIA BROADCASTING SYSTEM 









Represented by THE KATZ AGENCY, Inc. New York, Detroit, Kansos City, San Francisco, Chicago, Atlanta, Dallas, 


los Angeles 

















Color Studio 


Special Effects, Montage, etc. 
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1. Crosstalk better than 55 db down. 


2. Ideally suited to studio, master 
Or transmitter control. 


3. Switch action makes all contacts 
simultaneous within one milli- 
second. 


4. Holds differential gain within 
0.1 db. 


5. Limits differential phase to below 
0.1 degree. 


Applicable anywhere in TV system 
Meets highest performance standards 





hE 


6. Perfect input match to 75 rT 
line . . eS 


. requires no high fre- 
quency compensation .. . flat to 
7 me. 
7. Module design permits 10 or 15 
inputs and 2, 4 or 6 outputs 
per switch. 








8. 10 x 6 switch requires only 21" 
of rack space... Controls grouped 
for easy identification and oper- 
ation, 
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proven TV switching system 


for all color and monochrome! 


New Philco switch provides centralized—transientless—control of 
simultaneous color . . . coded-color . .. monochrome for studio control, master control or transmitter 


Before you expand station facilities or update 
present equipment . . . get the facts on simultaneous 
switching from Philco. This new switch offers sig- 
nificant savings over other systems in requirements 
for video processing equipment . . . handles TV 
color or monochrome—composite or non-composite 
—by remote control. 

Only the new Philco switching system permits 
use of a single color or two colors alone. The 
scope of special program effects is greatly increased 


since switching can be accomplished before the 
signal has been color coded. 

Audio switching, sync insertion, tally-lights and 
change from color to monochrome may be easily 
interlocked with video switching. Low voltage DC 
Relays eliminate costly video cabling. This new 
switching system has been proven over thousands 
of hours of operation on RGB and composite 
switching. Life tested for more than a million switch- 
ing cycles without maintenance or failure. 





SEE THIS SWITCH AND THE COMPLETE CINESCANNER SYSTEM DEMONSTRATED AT NARTB, 
CONRAD HILTON HOTEL, CHICAGO, APRIL 7-11, BOOTH #11 


Master ntrol 














PHILCO. CORPORATION 


GOVERNMENT AND INDUSTRIAL DIVISION 


Philadelphia 44, Pennsylvania * In Canada—Philco Corporation of Canada Limited, Don Mills, Ontario 
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r'M JOE FLOYD... 








| CONSIDER MYSELF 
A HELLUVA SALESMAN! 


Whether you want to go the 
radio or tv route .. . 


If you want to cover a healthy, 
husky slice of America— 
measured in terms of South 
Dakota, Minnesota, lowa and 
Nebraska—then see me! 


BUY JOE’S RADIO 
KELO Now increased 


from 5,000 watts to 13,600 


watts. 











And 





BUY JGE’S TV 


You can’t beat this single 
market buy! 


KELO-TV 


SIOUX FALLS 
(New 1,032-ft. Tower) 


sareuuire KDLO-TV 


ABERDEEN-HURON-WATERTOWN 


ond this June APLO-TV 


PIERRE-WINNER-CHAMBERLAIN 








All. inter-connected! 

NBC e CBS e ABC 
THAT’S RIGHT! Jj. F. IS A 
HELLUVA SALESMAN ... 
and you can reach him quick at 
KELO, Sioux Falls . . . or through 

H-R REPRESENTATIVES 
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Boston (Continued jrom page 57) 


from Camera 3. One was a Socratic 


| dialogue, The Limits of Freedom. It 


was done with studio space, $5 worth 
of rope and two young actors working 
at scale (Camera 3 even attracts the 
established Broadway talent at scale 
because of the show’s reputation and 
the workable material). 

The reasoning in putting together 
this particular production was that the 
dialogue’s the thing. The actors were 
dressed in business suits. Grecian props 
and bearded wise men would have 
served only as distractions from the 
dialogue. The rope, running from ceil- 
ing to floor zig-zagged a clean and 
simple design that represented the 
prison where Plato awaited execution. 
As the actors and camera moved, the 
rope became a sort of visual poetry 
supplementing the dialogue. 

Mr. Freedman called the Socratic 
dialogue “as tough a thing to give a tv 
audience as you could find.” The vital- 
ity of the production, he said, stemmed 
essence, of 


from the essence—the 


course, being the dialogue. 


Experimental Approach 

Is Camera 3 an experimental show 
only in sets, direction and so on? The 
producer’s answer to his own question 
was an emphatic “no.” 

It begins, he said, by being experi- 
mental in approach, the source of 
strength for low-budget shows. 

Get close to the subject, said Mr. 
Freedman, “find new things in it. Find 
the excitement in the book, the art, the 
historic, the professor, the person,” 
then the spectacular set, the embellish- 
ments are no longer necessary. 

The rope, he said, turned out to be 
the most expensive thing in the pro- 


. . . 
duction. A design crew of five was used 


to string it. It cost about $260. 

Camera 3 has a good (undisclosed ) 
budget by public service standards. 
The program staff includes Clarence 
Worden, wcss-Tv’s director of public 
affairs; Clay Yurdin, director, and 
writer Jack McGiffert. It also has a 
moderator, James Macandrew, direc- 
tor of broadcasting, New York City 
Board of Education. And sometimes 
up to three days are spent casting a 
show or series of shows. 

As Mr. Freedman puts it, “Camera 


3 has been 
budget.” 
“But,” he advises, “work just on the 


Luckily, 


accused of having a 


essentials. essentials cost 


nothing.” 

The ambitious project ot WBZ-1Vv 
Boston, Let Freedom Ring, had about 
wrapped up the second month of its 
12-month cycle at the time of the con- 
ference. According to praise from 
trade sources outside the conference, 
a kinnie or two of some of the project’s 
long features might have been in order. 
The word is that there have already 
been some excellent remotes and studio 
shows utilizing the city’s varied cul- 
tural and educational facilities. 

There was also praise for the wBz- 
TV spots throughout the day featuring 
noteworthy quotations from famous 
Americans. It is safe to assume that a 
good many of these are up to the copy 
standards of the commercial segments. 

Unfortunately, the station chose to 
show a promotional film built around 
the program designed to lure adver- 
tisers for some of Freedom Ring’s fea- 
tures. It didn’t do the project justice. 
In reality, the program seems to be 
living up to the standard set by wsz- 
TV General Franklin A. 
Tooke, that it have “dignity, excite- 


Manager 


ment, good taste and, above all, show- 
manship.” 

Somewhat similar is the public af- 
fairs project now getting under way 
at WNDU-TV, the University of Notre 
Dame commercial station. The project 
is called Epic, the initials standing for 
Encouraging Participation In Citizen- 
ship. 

In 1954, South Bend, wnpvu-Tv’s 
city, was the object of a Harper’s Mag- 
azine article, City in Recession. The 
brought 
around fast. Since then, there have 
been 32 new industries. Twenty-eight 


national _ publicity citizens 


existing industries have expanded. 

Epic is a project, it appears, de- 
signed to bring the populace around 
sharply on the social level. Bernard C. 
Barth, vice president and general man- 
ager, says the vast majority of Epic’s 
air time will be in from three- to five- 
minute segments. Here is a method of 
slotting public-service programming in 
prime times: 

The short bits are inserted into high- 
rated shows; vignets integrated into 


(Continued on page 136) 











Many hands make 
PUBLIC SERVICE a living thing 
within this COMMUNITY 


Labo the years, by doing more than mere lip service, WROC-TV has achieved enviable re- 


nown for its public service programming. WROC- has a declared Ve pd of being the “station of 
— programs,” known throughout the 11-county Western New 
remier aie public service programming on WROC-TV includes: 


Painting With Sound . . Wig featuring Dr. Howard Hanson, distinguished director of the 
Eastman School of Music of the University of Rochester, composer educator and Peabody Award 
winner, in a provens explaining the meaning and uses of music in our times. This major production 
is exemplifi by the many “hands” filling the WROC-TYV stage. 

Court of Public mion .. . an open forum for interesting discussion, with noted lawyer Sol M. Lino- 
witz as moderator of this ebay > -gapmmaes program that explores topics of current public interest 
with a panel“of distinguished guests 

University of Rochester Commentary —_ Open House . Commentary, delves into the realms of 
literature, science and the arts with noted educators and Open House solicits telephoned questions 
from viewers on thought-provoking major events. 

Music as a Language . . . the newest addition starting May 11, is the first National Educational Tele- 
vision program in the ‘Rochester area. It is presented by the Eastman School of Music of the Uni- 


versity of Rochester in cooperation with the Reynolds fr Visual Department of the Rochester 
Public Library and WROC-TV as a public service. 


rk area it serves. 






CHANNEL 5 


ROCHESTER BROADCASTING CENTER REPRESENTED NATIONALLY BY 
ROCHESTER 3, N. Y. PETERS, GRIFFIN, WOODWARD 
BUtler 8-8400 TELEVISION SALES 


A TRANSCONTINENT TELEVISION CORPORATION STATION—ROCHESTER'S FIRST STATION 
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Boston 


(Continued from page 134) 


the station’s feature film programming, 
for instance, or a popular afternoon 
two-hour teen show. 

Mr. Barth demonstrated with a kin- 
nie from the teen show: The kids were 
in a panel session on juvenile delin- 
quency with the former mayor (and 
current head of the Chamber of Com- 
merce). The kids are asking the ques- 
tions. 

Also planned are spots featuring the 
station’s advertisers. A proposed Epic 
spot shown by Mr. Barth had the an- 
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Tel ication Consultants 
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nouncer for Stroh’s beer telling an 
anecdote about one of South Bend’s 
leading citizens from the past. 

The product was displayed, but not 
mentioned. Mr. Barth told Tv AGE that 
most of the station’s local and regional 
advertisers were agreeing to similer 
pitches. 

Another unusual, creative—and in- 
expensive—series of vignets is being 
taken from WNDU-Tv’s library of RKO 
feature films. Dramatic scenes concern- 
ing citizenship, democracy etc. are 
being stripped out and shown to studio 
groups of youngsters to illustrate a 
point. 

Mr. Barth showed a group dis- 
cussing the rights of man. The film 
illustration was a scene with Charles 
Laughton from This Land is Mine. 
Before his execution by Nazis, Laugh- 
ton, as a French school teacher, is read- 
ing The Rights of Man to his students. 
It is a most compelling scene, and the 
station manager believes he can get 
many more in the same vein from the 
film library. 

Also in connection with Epic, there 
are short bits with noted citizens, such 
as the Notre Dame football coach in a 
pitch for nonsegregation in sports. 

WNDU-TV has another public service 
device, quite simple, and apparently 
quite effective. On holiday week-ends 
the station superimposes a white cross 
on the screen every seven minutes, no 
matter what the show. The cross, of 
course. is a reminder that a good many 
citizens will not be around when the 
week-end is over. 

The first time it was tried, the sta- 
tion’s area came up with a record of 
no fatalities and the accident rate was 
well below the national level. 

A combination of Stravinski and dry 
ice is the label Charles Vanda, wcavu- 
TV vice president of television, used to 
introduce his public service pride and 
joy, What In the World. The program 
was for some time carried by the CBS 
network. 

The dry ice is used on What In the 
W orld to create the whirling intriguing 
signature. The music of Stravinski (or 
music like Stravinski’s) is used on the 
show a good deal as background. 

On the show three professors try to 
to identify objects of art from all ages 
and all peoples. Their performances in 
the clips shown by Mr. Vanda were 


highly entertaining and highly enlight- 
ening. 

The point, however, that Mr. Vanda 
wanted to make concerned the plan- 
ning that went into the show before 
it was aired. And the fact that a mu- 
seum and its artifacts were offered up 
to the station did not, in itself, make 
for a good show. A few months of 
planning saw the development of the 
quiz format, the music and the dry 
ice. The combination was enough to 
put the show on the network, get it 
awards and very nearly get it a spon- 
sor. 

The ball park where little leaguers 
play televised double headers is not 
the only thing KyTtv Springfield, Mo., 
has for youngsters. At the conference, 
kinnies were shown of the Children’s 
Hour, conducted by Aunt Alice Lowe, 
a matron from the Missouri Ozarks 
with shoes but no pretenses. The show 
is aimed at ages one to 11, and the 
basic philosophy is that the kids on 
the show are participants, not perfor- 
mers. All of the projects on the show 
are for the home audience as well as 
the studio crowd. 

After seeing and hearing about 
KYTV’s shows by and for the moppets, 
it is not hard to understand Sandra 
Lee’s being discovered there—on tv. 

Aside from programming demon- 
strations, the Boston Conference had a 
dominant theme—have faith in the 
viewing audience. 

George C. McConnaughey, Boston 
attorney Joséph N. Welch, quiz man 
and Columbia professor Charles Van 
Doren, among the major speakers, in 
ene way or another asked for more 
mature tv programming. 

Dr. Frank Baxter, University of 
Southern California, said: “People 
have a hunger to be entertained in a 
more specific way. They want to stand 
one millimeter higher than the day 
before.” 

Dr. Bergen Evans, Northwestern 
University, said: “I have never talked 
down to an audience, or talked to only 
one segment of an audience. Reach 
those listening, and they will get out 
of it what they can.” 

The public service programming on 
exhibit in Boston not only lived up to 
WBC president McGannon’s definition, 
but also reached the goals set by these 
distinguished visitors. 








2 GREAT TV BUYS 
IN BALTIMORE! 





OFFICER 
HAPPY 


9:30 to 10:00 a. m. Monday thru Friday 


A big favorite with the kindergarten crowd 








and very popular with their mamas. Officer 
Happy brings make-it-yourself projects, film 
cartoon “Crusader Rabbit” and Nancy Haw- 
kens with stories every day. Acclaimed by 
parents and educators as tops for tots. 








QUIZ 
CLUB 


1:00 to 2:00 p.m. Monday thru Friday 


An audience-participation show with a 5- 





year super-sales history! Brent Gunts and 
Jay Grayson, two of Maryland's most pop- 
ular emcees, preside over fast-moving fun— 
moving products with record speed! Mystery 
Voice Contest on now is talk of the town. 


both shows are part of WBAL-TV’s regular live color schedule 
and are available for I minute participation spots 


vom. WBAL- TV =! 
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ARB 


AMERICAN RESEARCH BUREAU, INC. 
SUITE 630A-631A 
CONRAD HILTON 





Special Convention Feature 
for Station Executives— 


SEE YOUR OWN STATION'S 
COVERAGE SHOWN ON 
ARB's EXCLUSIVE 
ELECTRICALLY OPERATED 
MAP! 








ARB 


AMERICAN RESEARCH BUREAU, INC. 
SUITE 630A-631A 
CONRAD HILTON 





FOR TELEVISION RESEARCH 


—COVERAGE STUDIES 

— RATING REPORTS 

— AREA REPORTS 
—TELEPHONE COINCIDENTALS 
— SPECIAL PROJECTS 





AMERICAN RESEARCH BUREAU, INC. 


234 South Garfield Avenue 
551 Fifth Avenue National Press Building Monterey Park 
New York 17, N. Y. Washington 4, D.C. Los Angeles, California 
Murray Hill 7-3787 NAtional 8-0822 CUmberland 3-3149 
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The fact that WCBS-TV pays far more than lip-service to public service was demonstrated 
clearly when Nielsen was asked recently to measure the impact—in commercial terms—of a 


Police Athletic League drive and two other no-cost community campaigns on Channel 2. 


The PAL’s 51 announcements achieved 12,533,450 family impressions at a “cost per thousand” 
of only $1.70. The other two “sponsors” did even better. One received 46 announcements...drew 
12,297,510 family impressions at a $1.07 “cost per thousand.” And the other reached 8 out of 
every 10 metropolitan New York families, each an average of 4.7 times—18,192,420 family 


impressions at a remarkable 59¢ “cost per thousand.” 


These are only 3 of the 159 organizations to which WCBS-TV last year donated 5,600 announce- 


ments, with a rate-card value of $2,250,000—but without cost of any kind to the organizations. 


WCBS-TV channel 2, New York, CBS Owned 


Represented by CBS Television Spot Sales 









In the picture 


Lever Bros.’ new media manager of radio and television, Howard Eaton Jr., is a Yale 
D 


J. Clarke Mattimore has been appointed a vice president of Kenyon & Eckhardt. He 
joined the agency as an account executive on May 2, 1955, after two years as managing 
director of the Independent Advisory Committee to the Trucking Industry. From 1948 to 
1952 Mr. Mattimore was eastern advertising manager of Glamour magazine. During that time 
he was named a vice president and director of Telegift, Inc., and also was appointed na- 
tional director of organization of Citizens for Eisenhower. From 1942 to 1946 Mr. Matti- 
more was in the Navy. He was discharged as a lieutenant. He is a member of the Authors 
Guild and the Dutch Reformed Church Club. He and his wife Jean co-authored Cooking 
by the Clock. They have three children. The family home is 122 Stamford Ave., Shippan 
Point, Stamford, Conn. Mr. Mattimore is currently on the Pepsi Cola account at K&E. 


graduate of 1951 with a good deal of program and agency mileage behind him already. At 
Lever he succeeds Stanley Pulver, resigned. Before joining the company, Mr. Eaton was a 
television account representative with Young & Rubicam. The work behind the Y&R title, he 
says, involved brand planning, with the main activity centered around programming. He 
was with the agency for about five years, and before becoming a tv account rep he worked 
in tv research. Before joining Y&R, he was on the staff of weL1 New Haven as sports ed- 
itor and announcer. He still has a hand in programming. For the last ten years or so, he has 
broadcast the Yale football games for WELI and was at one time a football sportscaster for 
the Yankee Network. He’s single, lives in his native New York City. 





George E. Simons, formerly with the Chicago office of Kenyon & Eckhardt as a vice 


president and account supervisor, has rejoined the New York office of Benton & Bowles 
as a vice president and account supervisor. Mr. Simons was two years at Kenyon & Eck- 
hardt handling the RCA Whirlpool account. Before that he was director of advertising for the 
Crosley-Bendix division of Avco Mfg. for close to three years. He joined Crosley in “49 
as national ad manager and returned as director of advertising in March °52 after a short 
time at John Southerland Productions, film producers, and eight months as an account exec- 
utive on Crosley at Benton & Bowles. Before his first stint with Crosley, Mr. Simons was 
19 years with General Electric. He worked in various ad departments of the company, han- 
dling “everything from locomotives to appliances.” He’s a University of Michigan graduate. 








A veteran of a score of years in motion pictures and photography, Michael Stehney has 
joined Kling Film Productions as vice president and executive producer. Mr. Stehney began 
his career as a photographer with Underwood & Underwood in 1937. He went to Sarra, 
Inc., as a photographer in 1939. He was with Sarra until he entered the service in 1942. 
During his three years of active duty with the U. S. Coast Guard he was a member of a 
special motion-picture and photographic unit. When he was discharged in 1945, he re- 
turned to Sarra as a cameraman-director. A short time later he took on production duties. 
Mr. Stehney has received several awards for television commercials. The Stopette spots got 
the 1955 ADCC award and the Manor House coffee commercials received the CFAC award 








in 1953. He was appointed production manager at Sarra in 1956. 








Ben Ludy, who was general manager of the Capper Publications, Inc., stations wipw and 
wiBw-Tv Topeka, Kan., has been appointed director of national advertising sales for stations 
WIBW and wisBw-Tv and also for the Stauffer radio stations KGFF, KSEK and KSOK. The 
headquarters for the stations is the Chicago office of Capper Publications. Mr. Ludy will 
work through the Capper branch offices in seven cities which represent nationally the Stauf- 
fer radio stations and all of the Capper properties. Thad Sandstrom, who has been general 
manager of radio station KSEK Pittsburg, Kan., has been appointed general manager of 
WIBW and WIBW-Tv, succeeding Mr. Ludy. Capper Publications, Inc., was founded by the late 
Senator Arthur Capper of Kansas. The publishing and broadcasting organization was pur- 
chased on the first day of this year by Stauffer Publications, Inc., Topeka. 
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a TALLER isle 


( ee above average terrain) 


MORE coverage 


(1137" above ground) 


AUSTIN, TEXAS 


Represented Nationally by 
Paul H. Raymer Co., Inc. 














Mark Stevens 
starring in 


Steve Wilton’ 


Action-filled true-to-life adventure dramas 
from the files of the Illustrated Press 


Distributed exclusively by 


M & A Alexander 
Productions, Inc. 


6040 Sunset Blvd. 
Hollywood 28, Calif. 
Phone, HOllywood 4-3414 
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An agency executive was told by 
his doctor that he must get more 
exercise. The advertising man agreed 
to give up driving his car the mile 
each way to and from his office, but 
spurned the suggestion that he ride 
a bicycle. “Too conspicuous for Madi- 
son Avenue,” he said. “Can’t I walk?” 

“No,” the doctor answered. “I want 
you to run.” The medic then insisted 
that the executive get a hoop and roll 
it on his daily excursions. Since the 
doctor was adamant, the agency man 
reluctantly agreed and bought a hoop. 

The next morning, as he ran down 
Madison Avenue rolling his hoop, he 
was surprised that he was attracting 
very little attention. Arriving out of 
breath at his garage, he explained to 


EINSEL 


the attendant, “Doctor’s orders.” He 
then made arrangements to park his 
hoop for 50 cents a day. 

Everything went along fine for about 
three weeks and, in fact, the executive 
was enjoying his exercising. But one 
night, several minutes after he had 
given his parking ticket to a garage 
attendant as usual, the manager re- 
turned and told him that the hoop was 
absolutely nowhere to be found. 

“That’s awful,” the executive wailed. 

“I’m truly sorry,” said the manager. 
“But I'll tell you what we'll do, since 
you’ve been a good customer for a long 
time. I'll give you the price of a hoop 
and you can buy a brand new one to- 
morrow. How’s that?” 

“Very nice,” said the agency execu- 
tive. “But what worries me is, how am 





I going to get home tonight!” 
2 aa o 
A case of the right name for the 
right job is that of John Drum, who 
is at WEHT-TV Hendersonville—as pro- 


motion director. 
* * - 


A case of the wrong name for the 
wrong job is that of Donald R. Booz, 
who is on the executive staff of the 


Jewel Tea Co. 
ia 


* a 

The Old Army Game: We under- 
stand that in the Canal Zone of Pan- 
ama the United States Armed Forces 
cuts out the commercials from the 
kinescope rebroadcasts of American 
tv shows. 

Many Americans living in the Canal 
Zone have complained about the dele- 
tions. One protesting viewer even said: 
“Tv commercials are as much a part of 
American life as automobiles and cof- 
fee and doughnuts.” 

But since the commercials were 
taken out as a result of a request by 
the Panamanian government, it doesn’t 
look as if they will be put back. And as 
a matter of fact, though no one says so 
outright, it is believed that the reason 
the government objected to the com- 
mercials was that it is thinking about 
future tv stations of its own—with 


commercials. 
a - - 


Don’t call us, we'll call you: The 
American Telephone and Telegraph’s 
annual survey, reported in that com- 
pany’s The World Telephones, shows 
that Hawaii led the world during 1955 
in the number of phone conversations 
per capita, with a total of 647.2. Alaska 
was second with 572.4, and Canada, 
with a per-capita calling figure of 
445.9, was third. The U. S. rang in 
fourth with a 409.3 total. 

The lowest figures were registered 
by two African areas: Ethiopia and 
Eritrea, taken as a single entry, where 
the phone was used 0.6 times per per- 
son, and Mozambique with an annual 
total of 1.7. 

There was no report for the 
U.S.S.R., where, as everyone knows, 
conversations per capita were in- 
vented. 
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PHOTO BY DEL WILLIAMSON 


More than 180,000 tons of primary aluminum a year 
will soon roll off the lines here at the Olin-Revere Metals 
Corp. site, 23 miles south of Wheeling. This is just part 
of the $450-million Wheeling- Upper Ohio Valley expan- 
sion. The growth of this area is fabulous, but no more 
so than the popularity of WTRF-TYV, leader by a wide 
margin in every accredited audience survey made in 
this area. So keep your eyes on this market—just as 


everyone in this market is keeping his eyes on WTRF-TYV. 


‘a station werth watching 


Wheeling 7, West Virginia KKK 


For availabilities and complete 
coverage information—Call 
Hollingbery, Bob Ferguson, - 
* ir teen Se — 316,000 watts 
oo tg Pi al [, Equipped for network color 


reaching a market that’s reaching call ES geen Ee: new importance! 
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